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THE ONLY ONE WITH A 
MICROMETER DIAL ADJUSTMENT ! 


Bores accurately to within 
1/1000 of an inch. 


’ 





Fool-proof Micrometer Dial adjustment. 


Small size bores °s" to 134" - - Large 
size 78'' to 3". Irwin and Bluwin grades. 


Interesting and eye-appealing. 
Depth Gauge to determine depth of hole. 
Priced lower than screw-adjusting bits. 


Cutting head protected against damage. 





Individually packed in display boxes. 


ASK YOUR WHOLESALER TODAY FOR 
IRWIN MICRO-DIAL Expansive Bits. 
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“or The Nations 


Reliable Brushes 


Get Generous Profits, Repeat 
Sales, Quick Turnover from 


Nationally-Known Line 
that Sells Itself. Sell Woosters! 




















Make 1940 a banner year by concentrating on good 
profit, quick turning merchandise. Put Wooster Brushes 
—now selling faster than ever before—high on your 
preference list. Today, you can offer genuine Woosters 
of top-grade Chinese bristle at no more than the cost of 
ordinary brushes. Today, you can cash in by featuring 
at competitive prices, brushes with Foss-Setting, 
that rugged base which holds bristle with the strength 
of Gibraltar. Today—simply by calling your Wooster 
distributor—you may make this your biggest brush 


selling year! 






DON’T SEND A BOY— 
When the customer wants a 
wall brush, give him a big 
fellow, one with full bristle 
that will carry a good load and 
lay it off quickly. Hand him 
the sturdy Wooster Foss-Set 
M. P. Favorite, and see how 
fast you make the sale. Order 
some from your distributor, 
and make this convincing 
test now! 













FOSS SET 


SE i ser THI 


THE WOOSTER BRUSH CO. © WOOSTER, OHIO 
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SCREEN DOOR CLOSER SEASON 
for Been. WILL SOON BE STARTING 


door Applica- 
oo oY ORDER YOUR STOCK NOW 
$4.50 Each. 






‘ush 














Before long screen doors will begin to slam 
again— potential sales for you. 

For when irate housewives cry, “Stop 
that bang!”, the perfect solution is the Yale 
Screen Door Closer! 





Be ready to meet the demand—make 
sure—order your stock today. 


P. S. Begin now to remind your customers that Y ale 


Screen Door Closers are a lasting improve- 





a4 ment—an investment in quiet and comfort. 


THE YALE & TOWNE stamono‘ conn. u. sa: 
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CONCENTRATE ON 


Now’s the time to decide to concentrate on 
one brand of hose — Goodyear — if you want 
your full share of hose profits next season. 
All Goodyear hose carries tough, long-wear- 
ing covers of specially compounded rubber 
over stout carcasses reenforced with strong 
cotton cords. 


SUPERTWIST* CORD HOSE — A lightweight yet 
extremely durable hose that even women 
and children can handle easily. Brown 
cover. Made with a reenforcement of the 
famous Supertwist cord. 


. GLIDE* LAWN HOSE— A good hose at a mod- 
erate price. Ribbed red cover. Molded 
hose, reenforced with heavy double- 
braided cotton cords. Also available with 
black cover. 


3. PATHFINDER* LAWN HOSE — High quality at 
low price. Green cover. Heavy, single- 
braid, cotton-cord reenforcement. Also 
furnished with black cover. 


4 OAK* LAWN HOSE— Designed expressly for 
*the low-price market. Single-braid, cot- 
ton-cord reenforcement, corrugated dark 

brown cover. 
*T.M.'s The Goodyear Tire & Rubber Company 


7. it comes to choosing 
a line of garden hose, 
you’re the dealer. 


And for once you've a right 
to shuffle the cards, cut them 
—and deal yourself four aces! 


Because Goodyear hose decks 
you out with them—all trumps. 
So it doesn’t matter who calls. 


There’s the man who wants the 
best hose money can buy. And 
the customer who asks for more 


than his share of quality for 


THE GREATEST NAME 


the least possible money. Then 
there are the “middlemen” — 
they want “light hose,” or 
one that’s “easy to handle,” 
or “something tough” for a 
small sum. 


The point is this — 


Goodyear quality is ace-high, 
and everybody knows it. So 
when you can say “this is 
Goodyear hose” — you just 
don’t need anything else. 


Because nobody ever even tied 
these four aces! 


IN RUBBER 
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EASY ACCESS TO 
COMPLETE STOCK! 


The top of the Stanley 
Hardware Merchandiser 
is made of four panels, on 
which samples of stand- 
ard hardware items are 
mounted. Panels. are 
hinged at the top so they 
can be lifted for easy 
access to stock under- 
neath. A support holds 
each panel up out of the 
way, leaving both hands 
free. There are three par- 
titions inside. 


BUILT TO MEET 
YOUR NEEDS! 


Stanley offers your choice 
of two stocks, specified as 
HDT2 and HDT3. One 
of these is just right for 
your store. HDT2 con- 
tains a liberal stock of the 
84 items displaved. In 
the HDT3 assortment the 
stock quantities are re- 
duced, with sample onlv 
furnished on a few of the 
numbers. Folder No. B- 
142 gives complete listing 
of both HDT2 and HDT3. 
Send for it. 





NEW STANLEY 


Colorful Stanley Display With 
Selected Stock Boosts Sales 
On Standard Hardware Items! 


a a space only seven feet long, less than three feet deep, 
a Stanley Hardware Merchandiser displays and sells 
scores of standard hardware items that used to stay on your 


shelves till someone asked for them. Supplied with a 
balanced assortment of “everyday sellers’ — not a ‘“‘dead’’ 
item in the whole assortment! It’s a compact unit that sets 
on a standard display table. It’s»-handy—a sample of 
everything is mounted, with price markers. Customer makes 


his choice, you lift the panel, and there’s the item in the 
regular Stanley box. 


The Stanley Hardware Merchandiser is a tested answer to 


the question of what to stock, how much to buy, how to sell 


it. Prove it to yourself! Order from your jobber the 
Merchandiser that meets your needs. The Stanley Works, 


New Britain, Connecticut. 


ORDER FROM YOUR JOBBER 


STANLEY 


TRADE MARK 


HARDWARE MERCHANDISER 


HARDWARE FOR CAREFREE DOORS 
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WYTEFACE 


STEEL MEASURING TAPES 


CHICAGO 
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ERE’S a selling combination that means 






money in the cash drawer— Favorite Wyte- 
face, the tape that became a nation-wide best 
seller in less than 15 months— plus the most 
powerful advertising campaign ever put behind 
a steel tape! 


We’re in the Saturday Evening Post! 


... And we've retained all the other magazines 
that proved their worth last year! Favorite 
Wyteface advertisements now reach a com- 
bined audience of over 20,000,000 readers. 
Hundreds live in your neighborhood. You're go- 
ing to sell a lot of these easy-to-read steel 
tapes if you let your customers know that 
you carry them! 


ET 


Push your display to the front of the counter. 
Push Favorite Wyteface on every call! If you 
are not yet one of the thousands of dealers 
who are cashing in on Wyteface sales, ask your 
jobber —or write for an illustrated brochure. 
We'll send you complete prices and a free 
sample of the line. 


EST. 1867 


KEUFFEL & ESSER CO. 
NEW YORK - HOBOKEN, N.J. 
CHICAGO - ST. LOUIS - SAN FRANCISCO - LOS ANGELES - DETROIT - MONTREAL 
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BIC PRICE SLASH 


(\ Ws ‘SPEEDS UP RAYO-VAC 





[ 









* Leak proof .. with the sensational pont 
that the cell will not stick, will not plug, 
will not damage the flashlight case. 







RING UP SALES ~~ > = 
RING UP PROFITS! “i  F= 





There’s selling magic in RAY-O-VAC’S new exclusive 
Leak Proof Unit Cells. Doubly insulated... 
Armored top, bottom and sides ... Dated.... 
and Guaranteed! Your customers deserve this 
battery with real plus values. 


FREE ciseuy 


Unit package of 48 Ray-O-Vac Leak 
Proof Cells slashed to $3.12 dealer’s 
cost... provides full profit of 35%. 
Order from your wholesaler today. 












GUARANTEE! 
This cell is uncon- ; 
| ditionally guaranteed ¥ 
not to STICK in, | 










< ‘7 PLUG or DAMAGE 
Keavoc 2 Br 3 K(f the flashlight. Should 3} 
yy ee > i% it do this at any time 
A. | 4 74 Ray-0-Vac will re- 4% 


DE place the flashlight 
{ 
without charge with 













7 a new one of equal or 
greater value. 


RAY-0-VAC 
COMPANY 
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*There are good reasons why this is 
true. Let us tell you what they are. 


Other high-quality U-S-S American products include Steel 
Posts, Barbed Wire, Nails, Poultry Fences and Netting. 


AMERICAN S77 ees & WIRE COMPANY 
Cleveland, Chicago and New York 


COLUMBIA STEEL COMPANY 
San Francisco 


TENNESSEE COAL, IRON & RAILROAD COMPANY 
Birmingham 





























Silver Cloud 


POWER SPRAYERS 


It's amazing how rapidly the husky, good-looking, 
streamlined Myers Power Sprayers are stepping to the 
front in every fruit growing section of the country. 





But the answer is not in looks alone for looks are only skin 
deep. It's in the fine performance under the hood that 
really counts with Myers when spraying activities get under 
way. Here is to be found the real answer for Myers success. 


Capacity, pressure, automatic control, positive self- 
lubrication, are a few of the factors which account for 
Myers acceptance on the part of orchardists and growers 
but of equal importance are Myers precision standards, 
compactness and strength, durability and simplicity which 
mean speed, economy and high efficiency. Growers are 
frank to admit that Myers has everything required in mod- 
ern sprayers. 


Spraying time is just around the corner—and this is the 
time to cash in on this nationally advertised Myers quality 
line. Your inquiry will receive prompt attention. 


[dinners 











PUMPS 


INSIDE 







MYERS SELF-OILING POWER 
SPRAY PUMP 


Automatically Controlled — Perfect and Con- 
tinuous Lubrication — Sand, Dirt and Dust 
Proof — Duplex, Triplex or Quadruplex — 
2%" x 2%" — Porcelain Lined Cylinders ac- 
cording to capacity needed. 





MYERS BULLDOZER TRIPLEX 
POWER SPRAY PUMP 


Built on the general plan of the Myers Bull- 
dozer Line which has stood the most severe 
tests of hard service years. tee snag and 
continuously lubricated. Roller Bearings. Pres- 
sures up to 800 Ibs. In designing nothing has 
been overlooked to provide economy, efficiency 
and uniform a ng Capacities 25 and 35 
gallons per minute. 


— WATER SYSTEMS — SPRAYERS — HAY TOOLS — DOOR HANGERS 
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““Chic-Mesh”’ is a closely-spaced woven wire fence 
fabric. With 2-inch spacing between stays and 1 
inch between line wires at bottom, it fills practically 
every netting requirement. Costs no more than net- 
ting, yet makes a REAL POULTRY FENCE. Lasts 
far longer than netting because of its heavier, more 
durable construction . . . Customers are quick to 
prefer the lasting savings of money and effort that 
““Chic-Mesh”’ gives them. 





A good display of these features clinches ready sales 
— leads to a good volume on an easily handled line 
— gives customers what they want. 





= A REAL FENCE. .f 

pg oot 
All-Purpose Poultry Use 
““Chic-Mesh”” is QUALITY fence. Made of 

* copper-bearing steel, with the patented ‘‘Gal- 

et vannealing”’ process. All line and stay wires 

y beveg are 18 gauge —top and bottom wires, 1514 

a gauge. Closely spaced, graduated meshes (from 
1 inch apart at bottom), turn the smallest chick 

Giiiaie or bantam. Made in 2, 3, 4, 5 and 6 foot heights. 

244 Inches KEYSTONE STEEL & WIRE CO. 

a = Dept. P PEORIA, ILLINOIS 

5 Bottom 

a usec | 








By the Malees of RED BRAND FENCE 
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WELCOME CUSTOMERS 


WITH THESE PROFIT MAKING DISPLAYS 









ERE are five easy ways to cash in on the increased traffic that 

National Hardware Open House will bring into your store. 
Five tested displays by Carborundum, every one of them a proved 
profit-maker for you! 



























Every customer you have is a prospect for at least one of these 
Carborundum Brand Silicon Carbide or Aloxite Brand Aluminum 
Oxide Sharpening Stones. And every time you sell an edged tool, 
you can make an extra sale by pointing to one of these displays and 
suggesting the right sharpening stone to go with it. 

Ask your jobber, or write Carborundum to reserve you a supply of 


FOR THE HOME FOR THE CARPENTER these fast-selling items for your Open House. 
CRAFTSMAN AND MECHANIC - 
<No. 384 SHARPENING STONES. This profit 
producing window display has plenty of action, 
color and eye appeal. Surround it with chisels, 
planes, irons, draw knives and other edged tools. 
Watch the sales come in! Display with six copies 
of a valuable booklet describing short cuts for the 
home craftsman is free with the purchase of the No. 
384 assortment of six stones. During Hardware 
Open House one of these may be given free to 
your customers with each purchase of one of these 
sharpening stones. 
CARBORUNDUM 





on 


CARBORUNOUM SHARPENING STONES 


Casecaygy 
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No. 722 FILES AND SCYTHE 
No. 16 SCYTHE STONES No. 57 FILE Colorful, attractive STONES Attractive counter- 
counter card furnished with salesman to catch the eye of every 


No. 66 KNIFE SHARPENER 
Attractive display carton and 


display box helps sell famous 


57” File to farmers. Known each half dozen No. 66 Knife farmer or gardener who enters 


Eye catching display box con- 
your store. Comes free with as- 


tains 36 popular Scythe 

Stones. Put one in your win- everywhere as the file that does Sharpeners. Easy-to-sell sharp- 

dow and one on your counter 101 jobs and costs only $1. Sharp- eners have colored handles. sortment of popular Scythe Stones 
by your cash register. ens edged tools in a jiffy. Retail price 35¢. and famed ‘57”’ File. 





THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 


G. U. B. PAT. OFF. 
Sales Offices and Warehouses in New York, Chicago, Philadelphia, Detroit, Cleveland, Boston, Pittsburgh, Cincinnati, Grand Rapids 


(Carborundum and Aloxite are registered trade-marks of The Carborundum Company ) 
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4 New Book You Need... 






FREE STORE FRONT BOOK TELLS 






® How to increase your business 






® How to make your store better 






looking — inside and out 







®How to lower maintenance 






costs 






And contains 12 full-color illus- 
trations of outstanding store 
front designs as displayed at 
the New York World’s Fair. 










ERE’S a new, 28-page book that 

you should see. It’s crammed 
full of photographs, facts, figures of 
interest to every merchant who wants 
to build his business. It shows you 
how Pittco Store Fronts have been 
used to remodel stores of every de- 
scription in everv section of the coun- 
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ITTCO STORE FRONTS 


PITTSBURGH PLATE GLASS COMPANY 


"PITTSBURGH" stand fot Lualtly ¢ lass 


try . .. tells, in many instances, 
definite business increases that have 
resulted from Pittco remodeling. And 
a special insert shows, in full color, 12 
World’s Fair store front models, illus- 
trating new styles, techniques, ma- 
terials and designs. 

You owe it to yourself... and to 





your business .. . to read the many 
money-making ideas this new book 
offers. Send the coupon—now. Your 
copy will be sent you absolutely 
without obligation. 












2313 Grant Bldg., Pittsburgh, Pa. 


Pittsburgh Plate Glass Company 


Please send me, without obligation, your new book 


entitled ‘“‘How to Get More Business.”’ 


Name 





Street 





City State 
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Now you can sell premium quality 
fences that cost no more yet are 


CERTIFIED BETTER by Pittsburgh 





In addition to advantages of a definitely better. product, Psttshurgh now pro- 

vides a valuable new sales stimulator—the CERTIFICATE OF SPECIFIED 

QUALITY. Take the guess work out of both buying and selling with this 

Certificate! It certifies that Pittsburgh Farm, Lawn and Poultry Fences, Flower 
Border, and close-mesh Welded Fabrics (No. 9 ga. to No. 16 ga. inclusive) 

are made to the following minimum high quality standards: 

*Genuine copper-bearing steel of special analysis for fence 
purposes. 

*Coated with the purest, ductile, non-cracking zinc available, 
for longest life. 

*Zinc perfectly bonded to steel by the hot-coating charcoal- 
wipe process. 

*A premium zinc coating, not only heavy but also uniform, 

demonstrated by laboratory tests. 


The resulting fences are as brilliant in performance as they are in appearance. 
Equally bright are your chances for increased sales with this Certified Better 
Fence. Ask for a specimen Certificate or a supply of official Certificates, with- 
out obligation. 


PITTSBURGH STEEL COMPANY 


1621 GRANT BUILDING PITTSBURGH, PA. 


Name 


Pittsburgh Fences |i 





HINGE JOINT © WELDED JOINT @® LOCK JOINT 


14 


Send specimen copy of CERTIFICATE OF SPECIFIED 
- 5, tee meee ® gp on wee ene ee | QUALITY. 


| Send supply of official CERTIFICATES for sales use. 






Farm and Poultry Fences in 
hinge-joint, welded-joint and 
lock-joint types; close-mesh 
welded fence fabric; superb de- 
signs of lawn fence; industrial 
fences. The most complete line 
of fences on the market. 
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Hundreds of thousands of new Customers 
paid 25c to their dealers 
for 


SCOTCH 2Z.4.1APE 


when advertised last fall! 


AND NOW... - ‘6 \ 


a national advertising campaign 


\ DOUBLED IN-SIZE LS 


ADVERTISING IN THESE 11 MAGAZINES 
STARTS THIS MONTH 


SCOTCH Cellulose TAPE is made of cello- 
phane, transparent as glass, and seals with- 
out water. This magic tape has so many 
uses for mending, sealing and holding, it 
is “standard equipment” in many homes 
and offices. 


Call your jobber or send coupon today for 
your supply. 


We suggest you display this item prominently 
especially during this consumer advertising. 





Made and Patented in U. 8S. A. by 
MINNESOTA MINING & MFG. CO., Saint Paul, Minn. 


ene a mare at the bellowing US Perents Mow IT?9S08, 18SERG, 18141. 


Sooner, tobeath, insane, tibadbe, 2175409, L170027, Ra Nn 10742. Wide, 





MINNESOTA MINING & MFG. CO. HA34 
St. Paul, Minnesota 


Gentlemen: 

Please ship through my wholesaler, the following order: 

PRICES TO DEALERS 
1 6 





—Displays No. 135 (12—25c rolls 


¥%" x 300 in. in Utility Dispensers) $2.00 $1.80 
- Displays No. 144 (12—25c rolls 
la" x 360 in, in Utility Dispensers) 2.00 1.80 
IR <ncicnenasstleiiiiditansatinimaenaisianinittintaibaes 
Address____ __City & State 


Your Wholesaler 4) 
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j U D D : IVE minutes after receiving this parcel of Judd merchandise, 
you'll have a complete drapery fixture department in operation, ready 


S UNIT to bring you profitable new business! 


If you've never had a real drapery fixture department, here’s your 





il metal construction opportunity to put one in with minimum expense and maximum ad- ‘ : 
” shed in durable Alum vantages. If you do have such a department, here’s your chance to “ae 
finichet ynize with any consolidate it into two feet of counter space, retaining excellent dis- 
nite to hare” e interiors: play and convenient arrangement, cutting sales expense. 

counters and stor es of fix- This effective display is offered with a special deal on genuine Hs i 

Includes all tyP drapery Judd drapery fixtures—the generous-margin line known to millions eres 

tures, © meet any more of drapery fixture customers as the best dollar-for-dollar value. Many 

irements Sells smart new fixtures, including Judd Thimble Rod (“It Juste Won't 


d items aren t Snag’’) in the new Off-White finish, are included in the wide assort- 
ment of proven sellers. 

eeds lit- Put this Judd unit, a drapery department complete in itself, to 
work for you during National Hardware Open House and all the int 
mer: weeks thereafter. You'll find that it turns Judd merchandise as fast es 
as any line in your store. And at a profit. Write today for details. 





eR En. Bo ee 


DRAPERY FIXTURES INCORPORATED 





WALLINGFORD, CONNECTICUT 








NEW YORK CITY OFFICES ANDO SALESROOM 
87 CHAMBERS STREET 
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... df certainly pays to 
carry the G-E Full Line,’’ 
Says Harry L. Craig 


@ “After I decided to go G-E all the way my electrical 
appliance sales increased 400% in five years. I built a 
separate, big appliance department and had to triple 
my sales force. My salesmen and I have found it much 
easier to close our sales if we make full use of the aids 
that are supplied by General Electric. The quality of 
the merchandise so pleases our customers that they 
return again and again for additional G-E appliances. 
With all this, and the strong advertising support that 
I get, I know it certainly pays to carry the G-E Full 





A good display sells merchandise. Appliance De- 
partment of Sparks Hardware Company showing 





is ’ L. 7 ine.”’ : . 
how they capitalize on a smart display Mr. Harry Craig Line. (Signed) Harry L. Craig, 
Sparks Hardware Co., 
Vancouver, Washington 





Step up YOUR Sales 
with the G-E Full Line 







THE BIG Gu 
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@ There are new, exciting, demonstrable, sales pro- 


ducing features in both the design and performance , " 
of the 1940 line of General Electric appliances. Me 
The most powerful advertising campaign in all ss 
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G-E history will carry the story of these improve- 
ments many times each month into the homes of 
your customers. More and more people will insist on 
G-E. Be ready to meet this demand. 

New, colorful ideas for window and store display 















SUNLA 
AMPs; 
for This 
& you to feature GE ge time lad 








have been developed, designed to catch the eye.. Bieta Pallant amps 
Dramatic sales presentations tested by thousands of ts" and Baby {ure | 
actual sales; the Cooking Rebus for Ranges, the ; RANGES, txt . 
Magic Demonstrator for Cleaners, and the Radio celior ee Producing ads on 
Feature Analyzer. Then there is the Visualizer that Cal tbe "ar in nt, models 
try Ge ceCalls’ 
Better - Hos catlems an, and 






instantly and simply translates the mechanical and 
structural features of the G-E Refrigerator into 
terms your prospect can understand and appreciate. 

Be sure to ask your Distributor’s salesman to tell 
you how General Electric, the biggest and oldest 
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NORTON ABRASIVES 


This FREE Display in Gold, Red and Black 
Effectively SELLS Scythestones 








This beautiful, sturdy display is included FREE 
33 STONES FOR $4.97 NET 
CONTENTS 

10 Granger (Fabricated 

6 Green Mountain (Genuine 
Mica Schist) 

5 Alundum No. TD2 (Aluminum 
Oxide) 

5 Crystolon No. TJ2 (Silicon 
Carbide) 

5 Crystolon No, TJ3 (Silicon 
Carbide) 

2 Crystolon Utility Files No. JD2 


$ .10 $1.00 
AS 
-20 


.90 
1.00 
25 «1.25 


30 1.50 
1.00 2.00 


*$7.65 


33 


* Prices slightly higher 


Total List 


west of Denver. 


SELL Scythestones — 


Visitors can “heft” them 


A Shape for any taste 
A Grit for any job 
A Price for any purse 


Even the “price buyer” 
need seek no other store 


ARTIFICIAL — NATURAL 
FABRICATED 


Insure Increased Turnover 
and Profits 


"BE READY FOR SPRING 


Put one assortment 497-A 
on your counter; another 
in that fine Garden Tool 
Window. 


Don’t “Keep” Them! 


BEHR-MANNING - TROY, N.Y. 


7e) Ab 31@), Olam, 10) 800), Gelv i 7-4. bf 


ALSO QUALITY SANDPAPERS SINCE 1872 
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POWER for sales 


WHAMMO! There's cash register wallop in 
eters High Velocity line, because of 







SMASHING NATIONAL ADVERTISING that con- 





istently pre-sells your customers on this ; 
powerful ammunition. In 1940, over Z 
melelomelelomey lolohi i ¢ Demelemictesstectelemtemaenn net, 
nd cities throughout the nation—will be 


High Velocity advertising that 
yulls them into your 


/ 
/ POWER 


packs the power | 

tore to buy! Add to this 

SMASHING PERFORMANCE! For 53 years, 

Peters has proneered in many ammunition : 

imy nts another powerful reason 7 or our 
é 
fi 


th, 


customers 


EXTRA WALLOP! Sledge-hammer power exactly 
tailored to fit the demands of shooters today! 


EXTRA SPEED! With sensational reach in High 
Velocity rim-fire and center-fire cartridges and 
shot shells. 


EXTRA ACCURACY! Every shot counts with this 
superior ammunition. It’s precision made... 
kept to rigorous standards by the Peters Research 
Laboratory. 


“RUSTLESS” NON-CORROSIVE PRIMING ends gun: 
cleaning. Another reason ‘why there are repeat 
‘sales in every box of High Velocity ammunition 

' *.,. extra profits in this profitable line! 
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for continued heavy sales! 
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ORDER THIS BIG PROFIT LINEAW/ 
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3 <a - ; if “HIGH VELOCITY” .22’s — Here’s extra wallop for long range shooting! 
9) “yh Terrific speed. Flat trajectory. Power to spare for small game hunting 

~~ F mo (lt pest control and plinking. Supplied in short, long and long rifle sizes wit 
solid or hollow point bullets. : 
pe, “TARGET” .22's—A sensational new type of rim-fire cartridge that util 
we? the two features demanded by all shooters—flat trajectory plus the accuracy) 
ott of a target cartridge. Supplied in short, long and long rifle sizes with solid” 

«p® point bullets. 


“POLICE MATCH” .22’s, .32’s, .38’s and .45’s — Pistol and revolver experts all 
over the country acclaim the superior accuracy of this new Peters ammuni- 
tion! Week after week, they achieve sensational victories in championship 
events. Nickel-plated cases of solid head construction (brass for .22’s). 
Special bullet design. Oil-Tite protected. 


“HIGH VELOCITY” CENTER FIRE AMMUNITION — Famous the world over 
for its thunderbolt power! Amazing accuracy ... for long range big game 
hunting. Flat trajectory ... extended point blank range. Included this 
year for the first time are the sensational INNER-BELTED soft point and 


hollow point bullets with the inner belt that assures controlled ex- 
pansion at a// hunting ranges . . . prevents disintegration and loss 
of weight. Peters High Velocity center fire cartridges are available 
in all popular calibres . . . are favorites of hunters everywhere! 








“HIGH VELOCITY” SHELLS 
FOR LONG RANGE POWER 


They have the extra reach and smash your 
customers need for long range shooting 
Hair felt wads keep the power behind the 
load . prevent gas leakage and shot 
distortion. Speed intensity ignition. Water 
tite. Supplied in 10, 12, 16, 20, 28 and .410 


gauges with a wide variety of shot sizes for 
ipland game and waterfowl. Also supplied 
in buckshot and rifled slugs for bear, deer 
and other large game 





ay 


“VICTOR” (Field Loads) “VICTOR” TRAP AND SKEET LOADS 
POPULAR PRICED WITH NEW PETERS CRIMP 
Long the choice of veteran hunters be No top wad. This eliminates blown patterns 
cause they are made to deliver a knockout and adds five to ten yards to the shooter's 
wallop on upland game. Peters wad-piston effective range. Speed intensity ignition. 
puts the extra ‘‘umph"’ behind the shot. Shot gets away in 1 5000 of a second. 
Loaded to give a uniform spread of shot Plenty of power to ‘‘smoke”’ targets, but 
that game cannot escape. Supplied in 10, minimum recoil. This is the shell that 
12, 16, 20 and 28 gauges. Also in 12, 16 won the 1939 GRAND AMERICAN 
ind 20 gauge spreader loads. Manufactured HANDICAP! Supplied in 12, 16 and 20 
to the same high standards as ‘other Peters gauges. Hailed by shooters from coast to 
welts ap ele) elo slapelalee B coast! 


Order Deluxe Target for high brass base —lacquered or unlacquered —12, 16, 20 gauge 





ETERS PACKS THE POWER 


PETERS CARTRIDGE DIVISION, Remington Arms Co., Inc. Bridgeport, Conn " oC 


MEMBER AMERICAN WILOLIFE INSTITUTE. “FOR A MORE ABUNDANT GAME SUPPLY 
NATIONAL HARDWARE OPEN HOUSE —April 25-May 4—WE ARE COOPERATING 
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A GOOD SALES STORY 
IN EVERY SHEET 





StormSeal’s features put you ahead of 
competition. Read how you can use 
them to get more roofing business 


STORMSEAL PREVENTS LEAKS 


This patented side-lap construction is worth 
talking about. Any seeping or wind-blown 
water is stopped by the tightly sealed overlap. 
Any that may get into the lap is sure to be 
carried off quickly by StormSeal’s double drain. 
StormSeal’s flat top seam makes nailing easy. 


STORMSEAL ROOFING 


CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 
AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 
COLUMBIA STEEL COMPANY, San Francisco 











END-LAPS SEALED UP TIGHT 


This roofing is called StormSeal for good rea- 
son. Every end-lap is sealed against stormy 
weather with triple cross-crimps and a firm 
pressure lip that keeps out wind and rain. A 
tension curve in each StormSeal sheet holds it 
flat against the decking. 


A FAMOUS NAME ON EVERY SHEET 


StormSeal has gained a reputation as 
a good buy in roofing sheets. It is well- 
advertised in leading farm magazines. 
The StormSeal name, as well as the fa- 
mous U-S-S trade-mark, appears on 
every StormSeal sheet to tell customers 
you are selling a top-quality product. 


United States Steel Export Company, New York 


SMOOTHLY GALVANIZED TO PREVENT RUST 


The galvanizing on every StormSeal sheet is 
bright and smooth. StormSeal has the same gal- 
vanizing that has made U-S-S Roofing and 
Siding Sheets famous for long life. You can 
assure customers that they will get many years 
of service from U-S-S StormSeal Roofing. 


\ Reduced 


Section of 








Point to these features when you sell StormSeal 
Roofing. To make your sales job easier, we have 
prepared a special demonstration unit that 
explains all of StormSeal’s advantages. This 
compelling sales help is easy to use. It requires 
little counter space. Ask your jobber, or write 
us, for your StormSeal demonstration unit. 















You'll Find Real Profits in 
Bug-a-boo, Super Insect Spray 


UG-A-BOO, the Super Insect Spray, 
leads you to real profits! It moves 
fast ...every sale means a real profit. 
Super-powered Bug-a-boo is an out- 
standing spray. More powerful than 
other insect sprays, it works quickly, 
surely... has a pleasant fragrance... 
won’t spot or stain. Powerful ads tell 








Bug-a-boo’s 
Extra Power Brings 
You More Sales... 
Repeat Business... 

Greater Profits 








Mr. and Mrs. America these advan- 
tages of Bug-a-boo. 

Join the swing to this super-quality 
money-maker. Start ringing up profits. 
Get a supply of Bug-a-boo from your 
wholesaler, or address the nearest 
office of Socony-Vacuum Oil Co., Inc., 


or one of its affiliated companies. 





TWO MORE BUG-A-BOO MONEY-MAKERS 


BUG-A-BOO MOTH CRYSTALS 


Theseare pine-scented crystals, ready- 
packed in an attractive vaporizer, or in 
cans. Hung in a closet, these crystals 
give off a saturated air that kills de- 














structive moth worms. 


BUG-A-BOO GARDEN SPRAY 


Kills or controls insects found on flow- 
ers and shrubs. Highly concentrated, 
4 ounces make 12 to 18 gallons of 
spray. When used as directed, it is 
harmless to humans or pets. 





Bug-a-boo 





QDuaunleed bi 
Be GOOD o- 
HOUSEKEEPING 

a tdvedind lhewm 





UG-A-BOO 


THE INSECT SPRAY THAT PAYS A PROFIT 
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SATISFIED CUSTOMERS, INC. 


rae 


OT individuals to be given service in 
proportion to size or pocketbooks— 
but one big corporation where the largest 
and the smallest stockholders have the same 
privileges and receive similar treatment. 
This is what R B & W means by using the 
term “Satisfied Customers, Inc.” 
Hundreds of customers who have been 
on our books for 50 years or more know 
this—others of less than 50 days have soon 
learned it. Those purchasing by the box, 
the keg or the carload soon appreciate that 





RUSSELL, 


PORT CHESTER. Ni¥. 


R B & W service is the same to all—that it 
stands for customer satisfaction. 

In these days of changing business con- 
ditions, price fluctuations and broken 
delivery-promises, this reputation, built by 
R B & W for 95 years, means more than 
ever before. Since 1845, R B & W has built 
a name for fair dealing, quality and service 
—backed by adequate plant and production 
facilities to meet most of the bolt, nut and 
threaded fastening needs of today, as well 
as tomorrow. 





BURDSALL & WARD 


BOLT AND NUT COMPANY 


ROCK FALLS,ILL. CORAOPOLIS, PA. 











Now’s the time to start selling spring fence—while Bethanized fence is made of rust-fighting copper- 
the boys are gathered around your stove swapping bearing wire, with the dependable hinge-joint construc- 
yarns and waiting for the thaws. tion. Its unique electrolytic zinc coating is absolutely 
Drag a roll of bethanized fence over to the stove and even, inch by inch, over the entire fence. It’s not only 
invite the gang to rub their fingers over the tight uniform, it’s so tightly bonded to the wire it won’t crack 
weather-resistant zinc coating, to look closely at the off or peel under the roughest handling. And finally, 
smooth armor of zinc at wrap-joints. Seeing is believing. bethanized fence has been thoroughly tested and 
Just looking at bethanized fence will sell many a proved in thousands of farm installations. ‘ A 
customer. Stock bethanized fence. It gives you the jump on 5 
But bethanized fence offers a real, hidden sales-story competition, safeguards the confidence and good will of 4 FLORED 
in the bargain. your customers for years to come! Ginanle 
Gardner, 
fices and I 
Sales Offi 
dise Mart, 
St., New 
BETHLEHEM STEEL COMPANY KF. 
Market St 
16th St., 
FEBRI 
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finish throughout. 


Florence Gas Range No. 
5231. An attractive, sub- 
stantial range with a gen- 
erous, fully insulated 
oven. Porcelain enamel 
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ERE’S another typical new family with 
a want list. And high on the list is a 
new gas range. For father has a steady job— 
and mother has one too, with four hungry 
mouths to feed! 

They'll be seeing you—all over the country 
they'll be seeing you Florence Dealers, look- 
ing for gas ranges with extra value—in mod- 
ern styling, sound quality, up-to-the-minute 
conveniences. . . . And you can be ready for them with 
Florence: everything from de luxe CP models with all 
22 Certified Performance features to handsome numbers 
that tempt moderate buyers. And you can sell Florence 
in any market: manufactured, natural or bottled gas. 


GO FLORENCE IN OIL RANGES, TOO 
Styled and built for today’s markets, Florence Oil Ranges 
offer table tops, consoles, and stoves in wide variety—a 
model for every need and pocketbook. 


Ask about the NEW LIBERAL FLORENCE PROMOTION PLAN for ri 


16th St., San Francisco. 


FEBRUARY 22, 1940 





FLORENCE STOVE CO. 

General Offices and Plant, 

Gardner, Mass.; Western Of- 

fices and Plant, Kankakee, IIl.; 

Sales Offices: 1458 Merchan- 

dise Mart, Chicago; 45 E. 17th 

St., New York; 53 Alabama e F 
St., S. W., Atlanta; 301 N. CAA 

Market St., Dallas; and 2730 
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Florence Gas Range No. 7531 CP. 
Fully porcelained and offering all 
22 Certified Performance features. 




























Simplify Your Stock Jaking with the | 90 


Harpware Ace Wuirte Inventory SHEETS 


Actual size of sheets 9% by !2 inches over all; writing areo 


8'/ by 1114 inches. Sheets printed on both sides of good 





white bond paper, with 28 entry lines on each side. PRICE $1! 
for 200 sheets (400 pages) plus 25¢ mailing charge. 
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You can make your annual inventory taking an the best ever—they are even more simple, more j easie 
easier, surer job by using the HARDWARE AGE convenient and easier to use. Our entire effort befor: 
WHITE INVENTORY SHEETS which 1,000 was directed toward making your annual inven- 
leading retail hardware dealers helped us design. tory taking an easier and surer undertaking. 

From the many suggestions received this sheet These WHITE INVENTORY SHEETS will % = hs 

was designed to sell at a new low price — 200 fit the HARDWARE AGE Inventory Sheet Bind- Pa oe 
sheets for only $1, plus a 25¢ mailing charge. As ers which are used by thousands of dealers who des om 
these sheets are printed on both sides of good reorder their Inventory Sheets from us year in 
white bond paper, this means you really get and year out. 
400 pages of inventory record sheets. Each side Due to the exceptional low price at which Throu; 
of the sheet has room for 28 items. Your $1.25 these sheets are sold and which applies to the pendic 
investment provides inventory space for 11,200 United States and its possessions only, please —— 
P cloth | 
items. have your money order or check accompany 

During the past years, thousands of retail hard- your order. 2 
ware dealers and wholesalers have used millions Make your inventory taking this year easier : Contos 
of HARDWARE AGE Inventory Sheets because and surer with these WHITE INVENTORY f distort 
they found them simple, convenient and handy SHEETS. Use the coupon below to order your pure z: 
to use. The WHITE INVENTORY SHEETS are _ supply today. a 

; ki Bef 
is for ye 
HARDWARE AGE Cloth 
239 West 39th Street, New York, N. Y. é 
Gentlemen: <i CY( 
Here is my $.............. Please send me:.......... hundred white HARDWARE AGE Inventory Sheets (200 for $1.00. plus 25¢ mailing 7 
charge). Also send me......... Binders (50¢ each). Send these te me by return mail. BN 
NAME satan sarin. iikiss Sieh ics ueb aero 2x kikmeneaamea EEL PE OO LUE ee 4 
ADDRESS sisstpinelles EP A en Ree CREW tree ae citi tence } | 
26 HARDWARE AGE y 
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HARDWARE CLOTH! 


More perfect, better-looking 
than ever before 


O matter what kind of hardware cloth you have 

been selling—no matter what your sales have 
been—this new Cyclone Hardware Cloth is worth 
your attention. The Welded Selvage and new preci- 
sion weaving represent the most important and sensa- 
tional forward step in hardware cloth production since 
the beginning of the industry. 

Here are some features of Cyclone’s new Hardware 
Cloth that make it better-looking, easier to use—and 
easter to sell than any cloth you have ever handled 
before. 


S14 New, Welded Selvage 


The selvage is uniform—with no width variation. The sym- 
metrical design produces a precise, even edge. This new edge 
is easier to tack into wooden frames, providing a snug fit under 
the molding. Easier to weld to steel frames, too. 


PR Perfectly Straight Wires— Even Mesh 


Through the entire length of the cloth, the wires are per- 
pendicular. Look at this close-up of the mesh. Cyclone’s pre- 
cision weave results in a true, uniform mesh. This makes the 
cloth better-looking and easier to cut square. 


FY Heavily Galvanized After Weaving 


Cyclone’s patented method of galvanizing eliminates mesh 
distortion, for the mesh is pulled through the “hot dip” bath of 
pure zinc in such a way that the wires stay in perfect alignment. 
The cloth has a bright, smooth, non-porous coating that is truly 
beautiful to look at. 


Before you order hardware cloth see your jobber 
about Cyclone. Or write us for samples so you can see 
for yourself why Cyclone “Red Tag” is the Hardware 
Cloth for you to sell. 


CYCLONE FENCE COMPANY 


General Offices: Waukegan, III. 


Branches in Principal Cities 
Standard Fence Company, Oakland, California, 
Pacific Coast Division 
United States Steel Export Company, New York 











MR. POTTS GETS 
SNOWED UNDER 


BEGINNING THE ADVENTURES OF 


A STAR SALESMAN FOR 
CONGOLEUM-NAIRN INC. 


With apologies to The Saturday Evening Post 
and William Hazlett Upson. 


DUWELL MO 
FEB 1 1940 
SALES MANAGER (COLLECT) 
CONGOLEUM-NAIRN INC 
KEARNY NJ 
EITHER QUIT MAKING NAIRN TREADLITE DE 
LUXE LINOLEUM OR SEND ME MORE ORDER 
BOOKS RIGHT AWAY STOP TREADLITE LINO- 
LEUM AND PROGRAM SELLING HAVE ME 
SNOWED UNDER STOP NOW WRITING ORDERS 
ON PAPER BAGS TABLE NAPKINS ETC HOPE 
SHIPPING DEPARTMENT CAN FILL THEM 


PROMPTLY 
JIM POTTS 


“Wow,” they cried, “this Treadlite has everything!” 





a new price class. 


Other big stars: 


CONGOLEUM-NAIRN | 


ALN 0 i } 
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= 1. 35% THICKER INLAID COMPOSITION. 
A heavier, de luxe quality of linoleum in 


2. REMARKABLE DURABILITY. . . The 
Built-in Rubber Cushion, Water-proof 
Fabric Felt Backing, and other exclusive 
features increase wear resistance. 

+ Nairn Treadlite De Luxe Linoleum is the biggest star in the all-star Congoleum-Nairn line for 1940. 


+ Nairn Treadlite Service Linoleum +x Nairn Adhesive Sealex Linoleum 
+ Nairn WallLinoleum + Gold Seal Congoleum Rugs and By-the-Yard <x Crescent Seal Rugs and By-the-Yard 


NC., KEARNY, N. J 





JAMES POTTS 
HOTEL ROOME 
DUWELL MO 
SENDING ORDER BOOKS STOP SUGGEST YOU 
USE HOTEL STATIONERY UNTIL THEY ARRIVE 
STOP YOU CAN EXPECT TO CONTINUE BUSY 
FOR PROGRAM SELLING OUR NEW YEAR-ROUND 
PROFITS PLAN IS JUST GETTING INTO HIGH 
GEAR STOP PERFECTLY TIMED PROMOTIONS 
WILL MAINTAIN RECORD VOLUME FOR DEAL- 
ERS STOP ADVISE WHICH TREADLITE DE LUXE 
FEATURE MAKES BIGGEST HIT STOP WHEN I 
WAS A SALESMAN BEING SNOWED UNDER 
WITH ORDERS WAS HIGHLY DESIRABLE 
SALES MANAGER 


KEARNY NJ 
FEB 1 1940 


SALES MANAGER DUWELL MO 


CONGOLEUM-NAIRN INC FEB 2 1940 

KEARNY NJ (COLLECT) 

SNOW NICE BUT HOTEL PAPER AWFUL STOP 
WHAT DO YOU MEAN HIGH GEAR? PROGRAM 
SELLING ALREADY HAS CASH REGISTERS RING- 
ING LIKE FOUR-ALARM FIRES STOP BOSS THERE 
AIN’T NO BIGGEST HIT AMONG TREADLITE 
DE LUXE FEATURES STOP THEY’RE ALL WIN- 
NERS STOP 35% THICKER GENUINE INLAID 
LINOLEUM WEARING SURFACE WOWED JOE 
BLANK LARGEST DEALER HERE STOP HIS AS- 
SISTANT WENT FOR ADHESIVE BACK STOP 
FLOOR SALESMEN BET ON RUBBER CUSHION 
STOP THE FINGER-TIP TEST IS A SMASH HIT 
WITH WOMEN STOP THEY FALL IN LOVE WITH 
SMOOTHER SURFACE AND SWELL NEW PAT- 
TERNS STOP AND THEY PUT THEIR DOUGH 
ON THE LINE PRONTO WHEN THEY SEE THE 
ECONOMY PRICE STOP IN OTHER WORDS ALL 
THESE FEATURES ADD UP TO A WHALE OF A 
SALES STORY THAT MOVES GOODS FAST STOP 


HOW AM I DOING? 
JIM POTTS 


installation. 


Treadlite’s streamline smoothness. 


3. FACTORY-APPLIED ADHESIVE BACK. 
Treadlite comes factory fabricated, as 
a complete floor unit—no other acces- 
sories needed. Laid direct to the under 
floor, it gives a stronger, longer-wearing 


4. THE SMOOTHEST LINOLEUM MADE. 
The simple“ finger-tip” test proves 


Largest Manufacturer of 
e Smooth-Surfaced Floor-Coverings in the World 
Ht Ne AWN Mi GT iff 


TR PATH WH " 





KEARNY NJ 
FEB 2 1940 


JAMES POTTS 
HOTEL ROOME 
DUWELL MO 
YOUR EXPERIENCE PARALLELS THAT OF OTHER 
SALESMEN STOP LET DEALERS KNOW HOW 
WE'RE DELIVERING CUSTOMERS AS WELL AS 
GOODS STOP SHOW THEM THE ADS STOP RE- 
MEMBER 44,000,000 FULL COLOR PAGES ON 
NAIRN TREADLITE IN 5 LEADING MAGAZINES 
STOP AND FREE NEWSPAPER MATS TO HELP 
THEM GET THE MOST OUT OF THIS POWERFUL 
CAMPAIGN STOP BY THE WAY WHICH ARE 
YOUR BEST SELLING DE LUXE PATTERNS? 
SALES MANAGER 


SALES MANAGER DUWELL MO 
CONGOLEUM-NAIRN INC FEB 3 1940 
KEARNY NJ (COLLECT) 
ALL 24 PATTERNS ARE BEST SELLERS 
JIM POTTS 








They see it—they feel it—they buy it! 
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Build up your Nairn TREADLITE DE LUXE volume with the BIG SIX 


5. BUILT-IN RUBBER CUSHION . . . 
Eliminates cracks and open seams, gives 
greater quiet and comfort underfoot. 


6. 24 BEAUTIFUL PATTERNS. 
Style leading designs. 
Unmatched richness 
and depthof color. All 
these advantages at 

a popular price! 
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Diversion of Trade:- 


The retail hardware convention 
season is now on in full swing. An 
important topic, that is being 
heard both in formal and infor- 
mal discussions, deals with “the 
diversion of retail sales from re- 
tail channels.”’ Primarily, this dis- 
cussion is directed at wholesalers 
who seH consumers in _ retail 
quantities at wholesale prices. 
Often these consumers are em- 
ployees of important industrial 
plants which place large orders 
with the wholesaler’s factory sup- 
ply department. As a result a 
“courtesy sale” is permitted, even 
though the wholesaler normally 
might shy away from this back- 
door retail business. Certainly it 
must be nuisance business in a 
busy wholesale house. It must often 
cost more to handle than the cost 
value of many smaller items which 
get on these courtesy sale lists. 
This situation would not be too 
serious if it were not for the 
highly contagious nature of the 
disease known as “I can get it for 
you wholesale.” The desire to 
buy things at less than fair retail 
prices; to get a discount; to buy 
through an industrial purchasing 
agent, etc., is a positive mania 
with many otherwise decent peo- 
ple. Not only do they buy their 
own requirements at wholesale or 
nearly so—but they start doing 
a non-stocking and non-margin 
resale business for their friends 
and relatives. This situation is not 
peculiar to the hardware business 
alone. Every field suffers from it 
and struggles with the problem. A 
few years ago some waggish au- 
thor wrote a story “Only saps buy 
at retail”—and thousands of peo- 
ple must agree with him, because 
this is a very hot subject wherever 
hardware men are meeting to dis- 
cuss their common problems. 


Non-Stocking Dealers :— 


Many wholesalers job other 
than the more common hardware 
store lines—groceries, furniture, 
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carpets, etc., partly because these 
lines are a part of the hardware 
trade in some sections and partly 
because they find such lines prof- 
itable as a separate department. 
Here again comes the old buga- 
boo of the non-stocking dealer— 
perhaps a furniture dealer want- 
ing to buy sport goods at the 
wholesale price for his own per- 
sonal use. Chances are the job- 
ber will sell him whatever he 
wants, and at the regular whole- 
sale price, because he is a good 
stocking dealer in the furniture 
line and is a desirable customer 
for the house. It is again a little 
“courtesy business” but strictly 
consumer business because the 
furniture man does not buy hard- 
ware, etc., for resale, and there- 
fore he is not entitled to the whole- 
sale price. The same would be 
true of a hardware dealer, a cus- 
tomer of the same jobber, want- 
ing to buy furniture, carpets, etc., 
at wholesale for his own personal 
use. Any combination lines whole- 
saler will tell you that plenty of 
hardware dealers are just as 
guilty as the furniture brethren in 
the effort to save themselves a 
little money, and isn’t that a natu- 
ral attitude—except perhaps when 
it diverts trade from our own 
stores? If through wholesaler-re- 
tailer grievance committee work 
we are able to stop others from 
buying our lines at wholesale—we 





shall have to be willing to take the 
same medicine in lines we do not 
stock, and buy them at retail 
prices. 


Grievance Activities :- 


Most conventions have griev- 
ance committees which are charged 
with a difficult task. Grievances 
don’t crop up solely because some 
one is unethical in his business 
operations. That is only one phase 
of it. The retail sales made at 
wholesale prices come about 
through a kind of pressure that is 
not easily shunted by the offend- 
ing jobber. It is the staggering ag- 
gregate sales volume of these “di- 
verted sales” that make this angle 
of the problem serious to retailers 
and fully worthy of their best con- 
vention committee talent. Frankly, 
I don’t believe the problem will 
ever be settled to the entire satis- 
faction of the trade, but I am 
equally confident that if we do not 
continue to harass wholesalers 
through such grievance committee 
work, this vicious situation will 
increase, because it just seems to 
“grow up like Topsy.” Discuss- 
ing this problem with the heads of 
wholesale houses, I gather the dis- 
tinct impression that many of 
them believe this question is over- 
emphasized, and that it is a rel. 
atively small factor in the total 
distribution from their respective 
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houses. I believe that this reac- 
tion is honestly expressed, but I 
am of the opinion that it repre- 
sents an incomplete knowledge of 
the subject right in their own 
houses. Normally these “diverted 
sales” are cash transactions and 
so a study of sales records would 
not necessarily give an accurate 
clue. You could not assume that 
all sales tickets made out only to 
“cash” represent retailing at 
wholesale prices. But if wholesale 
hardware executives gave instruc- 
tions that the name of every cus- 
tomer be recorded on every sales 
slip, whether a cash sale or charge 
sale, a check-up would bring to 
light the true importance of this 
condition. Probably the month of 
December alone would represent 
80 per cent or more of the total 
business done on this basis as 
buying Christmas gifts at whole- 
sale is a popular American winter 
sport. 


The Cure?: 


There are many viewpoints and 
ideas for curbing this vicious 
practice. The least effective, in 
my judgment, is the thoroughly 
illegal procedure politely known 
as “implied boycott.” And yet 
that is the immediate and _per- 
fectly human impulse when an 
example of such retailing at 
wholesale prices comes to light. 
Even if the boycott method were 
legal, I don’t think it would work. 
It presupposes a concerted and 
continued collective interest and 
attack on the offender. And busi- 
ness history does not record long 





memories for most of us, nor con- 
tinued antipathy even if justified. 
Most successful business men 
pride themselves in being able to 
settle differences, make adjust- 
ments, and carry on from there to 
more equitable arrangements. My 
own preference for curing this 
situation is through a wider use 
of existing fair-trade laws which 
permit the manufacturer to estab- 
lish a retail selling price on his 
branded goods, in 44 states. With 
fair-trade protection, all sellers 
must require consumer buyers to 
pay the retail price and that pro“ 
cedure, I believe, would discour- 
age the mania for buying goods 
in retail quantity at a wholesale 
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house. If the price were the same, 
due to fair-trade contracts, the 
nuisance of getting the goods 
through other than the handiest 
retail stores would put a definite 
crimp on diverted sales. 


Another Plan :— 


Some years ago, a group of 
Rochester, N. Y. retailers were 
feeling the pinch of “diverted 
retail sales,” largely through wel- 
fare clubs and other local indus- 
trial employee groups getting dis- 
counts if not full wholesale prices. 
These dealers promoted a general 
meeting of affected retailers, near- 
by wholesalers and the heads of 
many local industrial plants. At 
the first meeting neither whole- 
salers nor manufacturers were 
too much impressed, believing the 
practice was very slight and in- 
frequent. After a little more cam- 
paigning, largely on the basis of 
appealing to manufacturers to 
help maintain in Rochester the 
same kind of orderly and economic 
distribution they wanted for their 
own wares throughout the coun- 
try, some interesting plans were 
developed, that did, at the time, 
curb if not cure the growth of 
diverted retail sales. The retail 
group conceded that the whole- 
salers were put under pressure to 
make such sales, and found 
among their own group, many 
who honored employee organ- 
ization cards with 10 to 20 per 
cent discount. The heart of the 
plan was that neither retailing 
wholesalers nor discounting re- 
tailers were asked to stop such 
activities—but they were asked to 
extend such privileges only when 
accompanied by an_ official, 
properly signed and _ counter- 
signed, numbered _ purchasing 
order from a local industrial firm 
and then only on a charge basis 
against that manufacturer. Be- 
lieving the problem was a slight 
one, and frankly agreeable to 
having employees save a little 
money, most of the local manufac- 
turing executives agreed and so 
did the majority of wholesalers 
and discounting retailers. In less 
than six months manufacturers 
found they were hiring extra 
clerks or stenographers to handle 














the bookkeeping and to collect 
from employees who used com- 
pany purchasing orders. The ven- 
dors found they were having end- 
less arguments with purchasing 
agents who, in turn, found them- 
selves greatly annoyed and di- 
verted from their busy jobs, to 
sign orders for gift and personal 
items. The volume of such di- 
verted sales became immediately 
impressive and so everyone in- 
volved was glad to discourage if 
not discontinue the whole system 
of making retail sales at wholesale 
prices. For a time such diverted 
sales were down to a low point, 
which didn’t worry anyone. Since 
that time, this plan, like many 
other good plans that depend 
upon a lot of people sticking to an 
agreement, has fallen by the way- 
side to a large extent. But it did 
work for quite a time and further 
proved that the aggregate sales 
volume of such business is suff- 
ciently important to be studied 
and to be subjected to some cur- 
ing process. 


Sales Tax Clue:— 


Another way of getting at some 
definite ideas about the amount 
of volume represented in retail 
sales at wholesale prices may be 
available through tax records. In 
cities or states where retail sales 
are taxed, wholesalers doing a 
retail business with consumers 
must collect and report and re- 
turn the tax levy. In many places 
such tax records data are available 
as a matter of public record and 
would clearly indicate just how 
large a volume of diverted retail 
sales were being placed through 
various wholesale channels. If, 
and when, and where such data are 
available, it should be presented 
to the executive heads of whole- 
salers involved, for I am confi- 
dent they do not, in many 
instances, appreciate the extent of 
such offside business. If such tax 
data are not available, it would be 
easy enough for such wholesale 
executives to call for their own 
company tax payment records 
and thereby quickly determine, to 
their own complete satisfaction, 
just how much retailing is going 
on in their own establishment. 
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NIGHT LATCH PROTECTION 


ILCO Night Latches will stand out in your 
store—speed up sales and profits— when 
you use the eye-catching selling helps that 


No. 222—Modernistic design, handsome black and polished brass trim- ILCO offers you, FREE. These hard-hitting 
ming, accurate pin tumbler cylinders with reversible latch bolt. : . B 
displays attract extra business and keep 


No. 255—Extra rugged in shelf goods moving. 


appearance, yet replaces 


A” Tornldhed wih cst This big line of Night Latches presents 


el. Furnished with cast 
brass pin tumbler cylinder. 7 ? 7 
Finished in black with pol- a wide choice that sells and satisfies more 


ished brass trimmings. 


No. 256 has die-cast cyl- customers. It includes many sizes and types 
inder; otherwise same as 
—_ —in various materials and finishes—all of 
sturdy, accurate construction. 
ILCO can help you tune 
No. 210S—New modern 
design—black and polished : up your turnover. Send 
brass finish. Low in price [Van i 
but affords real security. ‘ 2) : a for the complete catalog 
and for details on how to 


secure these new displays. 
No. 241—Smal! rim right latch, modern case, disc-tumbler tubular type 
ylinder, unusually attractive finish. (Not illustrated) 


INDEPENDENT LOCK Co. ,.ith!"":... 


BRANCHES IN ALL PRINCIPAL CITIES 
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Analyzing New Display 
Space—Determining New 
Fixture Requirements— 
Location of Departments 


Part Il 


A, analysis of exist- 


ing display and stock space in a 
hardware store must determine: 
(1) The lineal feet of space occu- 
pied by each line in the present 


store; (2) its location; (3) 
whether or not the space is used 
economically, and (4) whether or 
not the stock can be consolidated 
or the display improved. The ex- 
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Fig. 1—Typical stock survey form used in making stock analysis. 


perienced store-planning man can 
make these decisions quickly, but 
if a hardware dealer is doing the 
work he will have to spend con- 
siderable time in familiarizing 
himself with the space-saving fea- 
tures of modern fixtures and mod- 
ern methods of display, and must 
keep all of this data in mind while 
making a survey of his store. 


The stock analysis must be made 
in an orderly manner and the sur- 
vey form (shown in Fig. 1) should 
simplify the collection, organiza- 
tion and summarization of this in- 
formation for easy use. 

Measuring the lineal feet of 
space used by each line of goods 
is not difficult, providing not over 
8 ft. of sidewall fixture is ap- 
praised at a time. Start at the 
front of the store and work com- 
pletely around the sidewalls. If an 
entire section is devoted to a single 
line, such as tools, record this on 
the survey as shown by A in 
Fig. 1. 

Fig. 2 represents an 8-ft. fixture 
stocking both tools and hardware. 
In measuring this, it can be 
readily seen that if parts 1, 5 and 
6, consisting of hardware, were 
put together in the fixture that 
they would occupy 2 ft. while the 
remaining 6 ft. would be left for 
tools. This hardware and tool data 
should be entered on the survey 
form under these departments il- 
lustrated by B in Fig. 1. Brief 


notations of the major items ap- 
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praised in each line should be 
made on the survey form together 
with their location in the store. 
Some idea of the relative capac- 
ity of the present equipment as 
compared with fixtures of modern 
design should be established early 
in the survey. The solid black 
lines in Fig. 3 represent an end 
view of a type of fixture quite 
common in hardware stores. The 
dotted lines indicate the size of 
the modern type of fixture. It can 
be seen that the capacity of the 
modern fixture is approximately 
double that of the old type. If the 
modern fixture will hold twice as 
much as the old type, the dealer 
will need less sidewall space in or- 
der to show a line, or, putting it 
in another way, more stock can be 
shown in the same sidewall space. 
It will also be necessary to de- 
termine if the goods are arranged 
in a space-saving manner or if the 
stock can be consolidated through 
the use of boxes, adjustable 
shelves or other devices. Consider- 
able experience is needed in order 
to estimate this with any degree 
of accuracy. 
The dealer frequently will dis- 
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cover that some lines and depart- 
ments, in which sales and inven- 
tory are declining, are occupying 
more space than they deserve, 
while others, in which sales and 
inventory are increasing, are ac- 
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tually cramped for space. Lines 
will be found scattered in a num- 
ber of places and some stock will 
not even be shown because space 
is lacking in which to show it. 
One of the purposes of store plan- 
ning is to adjust such situations 
and to apportion display space so 
that each department will have 
adequate facilities for stock and 
display insofar as the physical 
limitations of the store will permit. 

Merchandise shown on tables, 
counters or in showcases should 
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Fig. 2—Not over 8 ft. of fixture should be appraised at a 
time when determining lineal space for lines in the store. 
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Fig. 3 — Modern fixtures, repre- 
sented by dotted lines, have double 
the capacity of old fixtures, 
represented by the solid lines. 





be measured and appraised and 
the information recorded on the 
survey form under the proper de- 
partmental heading. [Fxequently 
lines will be found on a table or in 
a showcase which should be shown 
in sidewall fixtures with other mer- 
chandise of the department. This 
is usually necessary where show- 
cases are to be eliminated and 
accordingly more suitable displays 
must be planned. Old style, space- 
wasting nail counters must often 
be discarded and replaced with 
modern units having greater ca- 
pacity and occupying less floor 
space. Uniform, interchangeable, 
center floor display equipment is 
very important if this valuable 
merchandising space is to retain 
the flexibility which is so neces- 


sary today and accomplishing this 
will necessitate numerous changes 
in existing equipment. Some of 
the lines shown on tables or 
counters will be moved to new 
ledge displays along the sidewall 
fixtures and this will provide more 
center floor space for greater free- 
dom in merchandising. 

When lines, such as refrigera- 
tors, washers, radios, etc., are to 
be shown on platforms be sure to 
determine the number of units 
needed in order to show a repre- 
sentative stock. The total length 
of these items will give the re- 
quired platform space. Very few 
stores have sufficient space in 
which to maintain year ‘round dis- 
plays of all of these items and dis- 
plays will have to be alternated 
with the season. However, enter 
on the stock survey form the lin- 
eal feet for each line as this can 
be adjusted when working out the 
actual layout of the store. 

Warehouse stocks should be 


examined in order to discover 





It is estimated that chain 
stores spent approximately 
$130,000,000 for modern- 
ization in 1939. Almost 11 
per cent of the total num- 
ber of chain stores in the 
country were remodeled in 
that period. Consider these 
facts when you debate the 
value of modernization. 





the total lineal feet of sidewall dis- 
play space for each department 
must be calculated on the stock 
survey form as illustrated by D in 
Fig. 1. Table display space listed 
under the department should not 
be included in this total. The new 
fixture space can be determined 
with considerable accuracy by ap- 
plying the previously determined 
ratio between old and new fixtures 
to these totals, together with any 
allowance for stock consolidation 
and more economical arrange- 
ment. 
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Fig. 5—Women are important customers of this store with house- 
wares, paints and major appliances as the leading lines. 


lines which should be displayed in 
the main store. Stocks of such 
items must be measured and ap- 
praised and the additional display 
space needed determined and 
added to the other departmental 
data on the stock survey form. 
When the analysis is completed 
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Fig. 4—Medium stocks in all lines indicate a 
store which caters equally to men and women. 
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The tool department on the sur- 
vey form shows a total of 16 lineal 
ft. of sidewall space in the present 
store. The greater capacity of the 
new fixtures makes it possible to 
use 8 ft. for this department in the 
new store, consisting of a 4-ft. 
open case and a 4-ft. panel door 
section, both with ledge displays 
and adjustable shelving through- 
out. This data is placed in the 
proper column under new store 
details as shown by E in Fig. 1. 
Since the table display for tools 
(C) is to be retained, this should 
be carried over to this same col- 
umn (F). Some adjustments may 
be necessary when the new store 
plan is developed but these may 
be disregarded for the present. 

The assistance of an experienced 
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departments of interest to women 
are placed on one side of the store 
with those of interest to men on 





























the other. This general rule, how- 
ever, cannot always be followed 




















and exceptions to it are common. 








Developing the scale store plan, 
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all data from the survey forms to 





Fig. 6—This store caters largely to men in view of the fact 
that tools, hardware and sporting goods are major lines. 


store-planning man will be very 
valuable to the dealer in this work 
and will usually result in reducing 
costs materially by holding the 
necessary fixture investment to a 
minimum. 

Because of the great difference 
in stocks, communities and clien- 
tele of hardware stores, the loca- 
tion of departments in different 
stores will vary to a considerable 
degree. Important factors in de- 
termining the location of depart- 
ments are: (1) The importance of 
the line as judged by sales vol- 
ume; (2) whether it must be 
shown to be sold; (3) type of cus- 
tomers catered to; (4) emphasis 
to be given to the line by the store. 


Store Layouts 


The hardware store layout in 
Fig. 4 shows the arrangement of a 
medium-sized, well-balanced stock 
with emphasis on major appli- 
ances, paints and sporting goods 
lines as these departments are lo- 
cated in the heaviest traffic section 
of the store. This store caters to 
both men and women customers. 

The layout in Fig. 5 shows a 
store which caters principally to 
women as it devotes much of its 
space to major appliances, house- 
wares and paints. Tools, hardware, 
sporting goods and other lines are 
eliminated and the space given to 
the display of these lines indicates 
limited stocks. 

Fig. 6 shows the layout of a 
store which caters almost entirely 
to men. Tools, hardware and 
sporting goods are located in the 
high traffic areas and the space de- 
voted to the display of these lines 
indicates wide assortments and 
ample stocks. 

A dealer who is familiar with 
his stock and the people he serves 
and who is mindful of new lines 
to be added, can determine where 


FEBRUARY 22, 1940 


a scale drawing of the store, is the 
next step and will be discussed in 
the next installment of this series 
which will appear in the March 
2\st issue. 


the various departments in his 
store should be located. Usually, 
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The Salt Lake Hardware Co., Salt Lake City, Utah, wholesale hardware 
distributors with branch houses in Grand Junction, Colo., and Boise, 
Idaho, has for years carried on a campaign in the intermountain terri- 
tory based on the theme—“Your Local Independent Dealer Serves You 
Best.” The above advertisement of the company is typical of this cam- 
paign. General Sales Manager W. E. Gradt states that it appeared in 
the November issue of Improvement Era having a circulation of 43,577. 
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Turek’s Features Toys 







Small toys are featured 
in this sidewall fixture 
and the bright crepe 
paper background and 
overhead lights make 
it a spot that can be 
seen from all parts of 
the store at all times. 


j ie sales during June 


and July are as good as they are 
during the Christmas season at 
Turek Hardware, Berwyn, Ill. This 
is due to the fact that the store 
enjoys the reputation of being toy 
headquarters, a reputation that 
has been built up mainly by show- 
ing toys in the store throughout 
the entire year. 

“We feature displays of toys in 
one sidewall section and on a 7-ft. 
table all the time,” says Mrs. J. 


38 





Berwyn, Ill., firm’s sales 
for June and July equal 
its Christmas business 


» 3° 7 le. 48% ~ e 
ON ee Ne 


Kubista, toy buyer and assistant 
to J. Turek, Jr., owner of the busi- 
ness. “During the Christmas sea- 
son and in June and July this 
display is amplified and many 
additional items are displayed. 
We have found that the two sum- 
mer months produce as much toy 
business as the Christmas season 
and, in addition, we continually 
remind the children and their par- 
ents that we carry toys all the 
time. This, we believe, is respon- 


sible for the steady increases in 
our Christmas toy business each 
year.” 

Beginning the first of June one 
window is devoted to toys and 
wheeled goods exclusively. This 
is the time when youngsters are 
becoming more active and are in- 
terested in new playthings. By 
that time most of the children are 
tired of the toys received at Christ- 
mas time or they have ruined 
them and need new ones to take 
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their place. And the firm profits 
as a result. 

“Our toys are priced at 10, 25, 
50 cents and $1.00 in most cases,” 
says Mrs. Kubista. “The large 
wheeled goods are higher in price 
and so are some items such as 
roller skates, etc. We find that 
small cast iron toys are very good 
sellers in this section but have 
been unable to discover the reason 
for this preference.” 


Many Reasons 


“We find that our customers 
purchase toys for children be- 
cause of a birthday, illness, a 
surprise, or because the parent 
thought some particular toy would 
bring a new interest to the child. 
There are so many reasons for 
buying toys that this line can be- 
come a major department in a 
store with proper promotion the 
year round.” 
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Turek Hardware is located one 
block from the main shopping 
center of the neighborhood and 
enjoys excellent consumer traffic 
past the store. The public library 
is also situated near the store and 
as a result most of the children in 
the neighborhood, as well as their 
parents, pass many times during 
the week. A large hospital is near- 
by and many grown-ups purchase 
small toys for the young members 


Car 


of the family who are ill and are 
confined to the hospital. 

This strategic location has 
meant much to the firm’s toy de- 
partment and has been one of the 
contributing causes to its all year 
*round sales of toys. And it’s a 
certainty that many youngsters 
who have played with Turek’s 
toys during childhood won't for- 
get the firm when they grow 
older and become hardware pros- 
pects. 


This toy table faces 
the wrapping counter 
with the result that 
the firm succeeds in 
making many additional 
sales. Customers can’t 
help noticing it when- 
ever they are near it. 











Government Must Be the | Se 


W. GIBSON CAREY, JR. 


¥ great Mid-West 


is an area of such comparatively 
recent development that the ex- 
ploits and hardships of your par- 
ents and grandparents must still 
be clear in your minds. There is 
significance in this, since in com- 
munities which have been settled 
for many generations we tend to 
underestimate the individual. With 
increasing numbers, the inter- 
relations of society become com- 
plex. We somehow lose sight of 
the touchstones of success. We 
are apt to submerge our own 
thinking into the general trends 
and influences, whether these be 
good or bad. The talker increases 
his stature to the disadvantage of 
the doer. 

We may deplore this analysis, 
but in a general sense I do not 
believe we can afford to overlook 


*In an address entitled “Responsi- 
bility and Progress” before the West- 
ern Retail Implement & Hardware As- 
sociation, Kansas City, Mo., Jan. 17, 
1940. 
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it. If we do, we shift our per- 
spective in time so that we no 
longer appreciate sufficiently either 
what has brought success or on 
what we should depend in the fu- 
ture. We subconsciously begin to 
think in terms of social rights. 
We turn more and more to gov- 
ernment. This agency thus _be- 
comes one which is no longer pri- 
marily intended to keep order and 
to protect the individual. It is, to 
our amazement, the very arbiter 
of our future. Our greater de- 
pendence breeds discontent and 
discontent breeds further depen- 


dence. 
Complete Optimism 


These categorical statements 
may seem to you pessimistic. The 
truth is that my optimism is com- 
plete. We still have far too many 
public spirited and clear sighted 
citizens—call them rugged indi- 
vidualists if you will—who will 


BY W. GIBSON CAREY, JR.* 


President, Yale & Towne Mfg. Co., and 
of the U. S. Chamber of Commerce. 


serve us. We are far too young 
and virile a country to trade fu- 
ture opportunity for a promised 
but illusory security. 

In our location, far from for- 
eign military pressure, and in our 
national resources, we are greatly 
favored. Our weaknesses and dan- 
gers lie only in our people. We 
have made mistakes, but the fact 
remains that no nation has a 
higher proportion of energetic and 
decent citizens than we _ have. 
With our blessings from God we 
shall find our way. One thing 
which will help us greatly is an 
acceptance of the premise that the 
tribulations of man are largely a 
result of his own deficiencies. Let 
us grasp this concept firmly, for 
no one who is inclined to shift to 
other shoulders the ills of society 
ever enters wholeheartedly into 
the process of correction. Per- 
haps it is true that bombast and 
cursing others are fundamental 
characteristics of many human be- 
ings. Some of us do not think 
consecutively to the conclusion 
that we ourselves are at fault. We 
prefer rather to rant at the gov- 
ernment, at our money system, at 
big business, at foreigners or at 
one another. To think straight is 
hard. To judge one’s self is even 
more difficult. We still, however, 
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Servant of the People 


“Our responsibility is to check the power of any seg- 





—Never the Master! 






ment of our population which obtains special privilege 
to the detriment of our citizens as a whole and to take 
from our national treasury a burden which, if not re- 


are blessed with such men in 
America. 

All that I have been saying can 
be expressed in another way. If 
I had thought tact more important 
than emphasis I should have 
placed the following statement 
first rather than second. Look at 
our problems how you will, all of 
them are the responsibilities of 
citizens. But who are these citi- 
zens? The answer is clear—you 
and I and_ 130,000,000 other 
Americans who are free agents to 
say what we will, rear our chil- 
dren in our own homes and in 
our own way, work where we 
like, worship as we please and 
tell anybody to go to the devil, 
except a cop or someone stronger 
than we are. A policeman is the 
representative of law and order, 
which condition is requisite to 
justice and progress. Someone 
stronger represents the law of all 
life, which is primeval and basic. 

It should be clear that there is 
no need to taunt the strong unless 
they be in the wrong, in which 
case the searching glance of pub- 
lic opinion will sap their virility. 
Our job, therefore, in any public 
issue is to do our part in ascer- 
taining and publicizing the truth. 
We must always be careful to 
separate promise from possibility, 
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lieved, will result in a general calamity.” 


and sentiment from fact. No one 
believes more in sentiment than 
I do, but the softer and finer in- 
clinations of man _ should, for 
safety, be expressed as between 
men and not through the agency 
of government. In the field of 
government our guiding _ stars 
must be logic and justice. The in- 
herent ‘difficulty of getting large 
numbers of people to follow such 
beacons makes the responsibility 
of the few who will even more 
difficult. It goes without question 
that if we shrink because a course 
is hard, we lose even before we 
start. I would point out, however, 
that our forebears did not waver. 








“Our national salvation lies 
in the preservation of our 
Republic with its protec- 
tion for individuals and 
minorities. By this route 
we preserve opportunity, 
we induce initiative and we 
develop leadership in the 
cultural, economic, social 
and political phases of life. 











On many, many occasions they 
were offered easy ways out of 
their difficulties, but on each such 
occasion enough realistic patriots 
were present to lead our people 
on the hard road which is difficult 
because it mounts ever upward. 
It is for these reasons that I say 
with conviction that whenever the 
facts are known we neéd‘have no 
fear in any hamlet, city or state 
in this country. In fact, we can 
rest secure in the conviction that 
the same holds true on national 
issues, that is, as long as we re- 
tain in essence as well as in form 
the right of free men under our 
Bill of Rights and Constitution 
to think for themselves. 

I have a compliment for you. 
One of the closest observers from 
the National Chamber's staff said 
to me recently, after a trip to va- 
rious parts of our country, “When 
you go to the Mid-West remember 
that the people there are domi- 
natingly interested in freedom 
and in the Constitution.” I be- 
lieve, gentlemen, that you will 
agree that nothing finer could be 
said of your analytical ability and, 
in fact, of your very fiber. Easy 
going men who do not think 
neither read nor understand the 
Constitution and the Billi of Rights 
and their interpretations as estab- 
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lished over generations. The re- 
sult is they live to sneer at re- 
straint and cheer for greater and 
greater license for majorities. If 
the temporary will of the major- 
ity spelled progress and happi- 
ness for the greatest number, I, 
for one, would have no objection. 
Among my deepest convictions. 
however, is that our national sal- 
vation lies in the preservation of 
our Republic with its protection 
for individuals and minorities. 
By this route we preserve oppor- 
tunity, we induce initiative, and 
we develop leadership in the cul- 
tural, economic, social and _politi- 
cal phases of life. Finally we pass 
on from father to son the ability 
to look toward the horizon with 
eyes aglow and with the most 
stimulating thought in life—“I am 
a creature of God. He alone is 
my Master.” 

I wonder, however. whether 
you have failed in analyzing the 
local political trends and the in- 
ter-relation of these with your 
State and National Governments. 
Until recent years, I felt that my 
main responsibility as a citizen 
was to cast an occasional ballot. 
I had no conception of the fact 
that the basic relationships be- 
tween our citizens and our govern- 
ment were being altered. 


A Fundamental Issue 


It is clear to me that the issue 
of State Rights is perhaps the 
most fundamental today. It has 
constantly amazed me to find 
prominent men throughout the 
country who have not appreciated 
the prime necessity of maintain- 
ing the full status of our forty- 
eight sovereign states. The neces. 
sity for this does not lie in effi- 
ciency in government, but in the 
fact that men who are busy with 
their own affairs, as is true of all 
of us and of most productive citi- 
zens, naturally can give only ex- 
cess time to considerations affect- 
ing the general welfare. You as 
individuals are ready, I am sure, 
to do what you can in your own 
community to advance the public 
interest. For instance, you are 
eager to make sure that tax loads 
are reasonable, that the poor are 
properly cared for, that education 
is adequate, that dishonesty is 


kept at the minimum, and that 
burdensome debt is avoided. Oc- 
casionally each one of you is will- 
ing even to go to the State Capitol 
on problems that affect your lo- 
cality and the State. However, 
where Washington is concerned 
the attitude is often different. The 
national capitol is a long way 
off. You don’t know whom to 


“If we are to sustain our 
present standards of liv- 
ing, it is essential that 
the breakdown of disci- 
pline by propaganda or 
legislation be _ stopped. 
The rising rate of pro- 
ductivity, which we hope 
to obtain by inducing the 
flow of more risk capital, 
will never succeed unless 
we check excessive inter- 
nal conflict in our eco- 








nomic structure.” 


see, or how to see him. This 
means that when the center of 
control for political considera- 
tions affecting our local life is 
removed to a distant point we 
throw up our hands, almost un- 
consciously, because of our innate 
realization that the situation is 
beyond our own individual influ- 
ence. The inevitable result is that 
as we centralize government we 
take it further and further from 
the influence of our more enlight- 
ened citizens. I need scarcely 
point out that there is ruin in 
that trend. 

A true story of the revolt of 
one citizen and its effect may be 
encouraging. At a meeting in 
New York State the question of 
a Federal grant for a new public 
building was being considered. 
The representative of the National 
Government had outlined the ad- 
vantages of the new project, 
which, like many others, had been 
suggested by a Washington bu- 
reau rather than having its genesis 
in any local movement or need. 
Everyone who spoke was favor- 
able until one respected man, who 
was well known for his sense and 
good citizenship, arose. He spoke 
in this way. “I know the present 


building isn’t quite so good as the 
proposed one would be. On the 
other hand, it is reasonably ade- 
quate. The financial terms sug- 
gested are extremely easy. On the 
other hand, who in the long run 
pays the debts of the Federal Gov- 
ernment? When we look the facts 
in the face, we know that we, the 
citizens in this and thousands of 
other communities, do. Here and 
everywhere we'd better realize 
this and stop allowing our gov- 
ernment in Washington to play 
Santa Claus to us with our own 
credit. My advice is short and 
easily understood—To hell with 
Federal money!” That speech, 
gentlemen, carried the day in fa- 
vor of common sense and in the 
long term public interest. 
We all recognize that there are 
certain functions which the Fed- 
eral Government must control 
without question. For instance, 
we must have a national foreign 
policy, a unified military protec- 
tion, and a countrywide currency. 
The difficulties we are experienc- 
ing do not, however, spring from 
these, but rather from the tremen- 
dous invasion of the Federal Gov- 
ernment into those affairs which 
have always before been handled 
by the individual States. The 
progress with which the thought 
of Federal responsibility for all 
sorts of local problems has swept 
through the public consciousness 
is amazing. On analysis, how- 
ever, this unquestionably has fol- 
lowed the flow of Federal funds 
and the interests of pressure 
groups. Our responsibility is to 
check the power of any segment 
of our population which obtains 
special privilege to the detriment 
of our citizens as a whole, and to 
take from our National Treasury 
a burden which, if not relieved, 
will result in a general calamity. 


True Reforms 


There are some changes which 
are here to stay, and which can 
properly be regarded as true re- 
forms. I think that some form 
of unemployment insurance and 
old age pensions are necessary ad- 
justments. Whether this is true 
from the point of view of obtain- 
ing the highest standards of liv- 


(Continued on page 94) 
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Making friends with children is the hobby of J. W. Tabor, The 
McLendon Hardware Co., Inc., Waco, Tex. In the spring and sum- 
mer months he walks three miles to his office and stops on the 
way to chat with youngsters with whom he has become ac- 
quainted. He says, “I have found it quite pleasant to talk with 
these children, asking them various questions. The way I have 
made friends with these children is to give them chewing gum.” 
Mr. Tabor is seen in this picture handing a piece of gum to a little 
friend, Larry Dawson, who is about three years of age. When he 
first met Larry the youngster was very shy but, says Mr. Tabor, 
“After I persuaded him to take one piece of chewing gum I have 
had no trouble talking to him. In fact he now meets me on the 
street almost every morning.” 


Collecting fossils of prehistoric mammals and reptiles is the engrossing hobby of George 
Doughty, Post, Texas, hardware dealer. Mr. Doughty located the first phytosaur (Griassic 
period reptile) found in Texas. This phytosaur, and the world’s record mammoth (Imperial) 
tusk, measuring more than 16 feet in length and 2 feet in circumference are now in the 
American Museum of Natural History, New York City. Some of the fossils he dug out are 
estimated to be about 200,000,000 years old. Mr. Doughty has spent many hours digging in 
New Mexico and Arizona collecting materials of ancient Indian tribes and has found Indian 
bows and arrows made more than 500 years ago. One 13-foot fossil located by Mr. Doughty 
was so difficult to get out that he and his helpers worked six days to bring it to the surface. 
He has been visited by many famous archeologists who have asked him to accompany them 
on their trips. Last May he shipped to the American Museum of Natural History specimens 
including the jaw of a stegocephilian (an amphibian reptile), with two rows of teeth on both 
sides. This specimen was such that Walter Guyner, American Museum of American history 
wrote Mr. Doughty that “We have nothing like it in our collection and we find nothing like it 
in our literature.” Mr. Doughty's most recent find was a mammoth’s leg bone 40 inches long 


HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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Letterheads | hat 


Your letterhead is something more than your 


O O name on business stationery—it serves to in- 


troduce you and your firm to your customers. 
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1t| Lend Distinction 


Ir These hardware letterheads represent a wide 
n- range in the field of design but every one is o 
S. a good introduction to patron or prospect. 
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fool MULLIN BICYCLES | 


\ \ HEN you sell a child or an adult a 
bicycle you are selling a means of 


healthful exercise, a unit of economical transporta- 
tion and with it the good will of your store. Bicycle 
fans, like other outdoor enthusiasts, look upon the 
dealers from whom they buy their equipment as 
friends, if given a chance to do so. Bicycles provide 
the hardware dealer a good margin of profit and a 
good sized unit of sale, as well as an opportunity for 
selling related products—accessories, tires and repair 
and replacement parts. Whether your customers 
prefer to buy fully equipped bicycles or to purchase 
machines with a minimum of accessories, later buy- 
ing accessories, there is a good profit all along the 
line in the bicycle business. 


Over 1,000,000 Sold Annually 


Bicycle production in the United States, it is esti- 
mated, will pass the 1,000,000 unit mark in 1939. 
These bicycles—retailing from around $25 to $75 
or more—constitute a market too big and too profit- 
able to overlook. Annual retail sales of American 
bicycles passed the 1,000,000 unit mark in this coun- 
try in 1936 and each succeeding year has made an 
equally fine record. Present indications are that 1939 
production will surpass any previous year and that 
1940 will be even better. 

It is estimated that there are 8,000,000 bicycles 
in use in this country today. Many of these machines 
are in need of replacement. Further, there are thou- 
sands of youngsters who have never had bicycles who 
are now demanding them. The replacement business 
and sales to new users provide a worth while market 
to any store selling bikes. Many folks consider that 


Here’s how and why your 
store should cash in on 
this ever-growing market 
for important unit sales 





The Westchester County Publishers, Inc. 


Here is one of the bicycle license plates used in 
the Village of Bronxville, N. Y. They are attached 
to the axle of the front wheel on the left side. 


the so-called “gay 90’s” were the days in which the 
bicycle was most popular. However, there are today 
more made, sold and used in this country than at 
any previous time, and the cost of modern bicycles 
is from one-third to one-fifth of the machines cur- 
rent in the “gay 90's.” Conservative estimates are 
that there is at least one bicycle in this country for 
every 17 people and one to every four automobiles. 
The 3,000,000 bicycles produced in this country in 
the three years from 1936 to 1938, equalled 50 per 





Students of the Long Meadow (Mass.) Junior High School leave the school yard in orderly fashion 


under the direction of student traffic officers. 
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Safe riding habits are formed right at school. 
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Emphasizing and promoting 
safety for bicyclists is 
one way of gaining public- 
ity and greater business 








Village of Bronxville, New York == . ee Oe 
OM ricnnineiintnennomgncienan dD , your child was riding a “lopele 
“o ON THE SIDEWALK. 


O THE WRONG WAY ON A ONE WAY STREET. 
0 ON THE WRONG SIDE OF THE HIGHWAY. 
O CARRYING ANOTHER PERSON ON vue merous: 
‘CIN A RECKLESS MANNER. ; ; 
O improrerty cquierep. ; 
In the interest of safety, both for your own child and 
of the public, this strongly urges that. you 
deprive your child of the use of. * bicycle for = Period 
week(s). 

















And here is one of the postal cards sent by the 
Bronxville Police Department to the parents of 
children who have violated traffic regulations. 


cent of the production of domestic factories in the 
ll-year period from 1927 to 1938, inclusive, very 
definite proof of the steadily increased interest in 
and use of bicycles in the United States. Best of all 
the bicycle is a year round means of exercise and 
transportation, an item that sells the year ’round. 
As in other lines of merchandise, demand varies 
according to locality. One manufacturer reports that 
there has been great demand for bicycles with all 
kinds of accessories but that the recent tendency has 





been toward lighter models. This manufacturer says, 
“Any well managed hardware store in good location 
can sell bicycles. Most hardware stores now carry- 
ing bicycles can probably increase their sales by 
making some changes in the way their bicycles are 
displayed, timing such displays to the seasons. The 
bicycle should occupy prominent positions in the 
hardware store, including space in display windows 
that are large enough to accommodate a machine.” 


The Popular Types 


Another manufacturer observes, “The fully 
equipped tank model bicycles are still the most pop- 
ular sellers in this country. However, the light weight 
bicycles are gaining in popularity every day, espe- 
cially with adult riders. Many boys and girls are 
beginning to find that the light weight models are 
the ones they should really have, for ease of handling 
and comfort in riding.” 

Says a third manufacturer, “It is our sure convic- 
tion that the hardware dealer has a very definite 
place in the bicycle merchandising field. The hard- 
ware dealer is an established figure in any commu- 
nity, and having so many contacts with the heads 
of families through their purchases of household 
equipment and supplies, he is the logical source 
when it comes to buying a bicycle for Johnny. This 
confidence gives him a great advantage over the 
chain stores and mail order houses, an advantage 
greater than the price appeal which has been the 
basis of the chain store competition. 

“In addition to price, the chains have been suc- 





Youngsters ride bicycles to skating ponds and combine two forms of healthful outdoor exercise 


in a single day. 
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They use equipment for each sport that is sold by wide-awake hardware dealers. 












One of the most popular models in the Columbia 
line made by The Westfield Mfg. Co., Westfield, 
Mass., is this model D9T listing at $50.00. It is 
rubber cushioned, has Columbia designed fenders 
with deep sides, Torrington signal pedals, full grain 
leather stitchless saddle with chrome hardware and 
Columbia designed luggage carrier with twin re- 
flectors. The company makes machines listing from 
around $25.00 to $65.00 for a special equipped Co- 
lumbia bicycle. The Westfield organization has the 
Columbia line as well as four complete series of 
competitively priced models comprising the West- 
field line. 


cessful in handling bicycles because they have ag- 
gressively merchandised the field. By running spe- 
cials on bicycles, by having complete window dis- 
plays and by advertising and promoting them, they 
have made the buying public conscious of the fact 
that they have merchandise of this type to sell at a 
price. The hardware dealer has as much to offer 
the consuming public, but his methods in some in- 
stances do need revising and streamlining.” 

Another manufacturer states, “In my estimation the 
main forte that a hardware store has in the sale of 
bicycles, is that it is equipped, in the majority of 
cases, to offer service on bicycles if it will. Most 
hardware stores have someone in their employ who 
is mechanically inclined who can handle service on 
them to good advantage. A great deal of good will 
can be built up among bicycle users by giving them 





A Golden Zephyr bicycle, with Bike-Lok bicycle 
lock made by Manton & Smith Co., 17 S. Desplaines 
St.. Chicago, Ill. This model has tank, with horn 
concealed in tank, electric light, rear reflector and 
luggage carrier. Catalog models made by the com- 
pany list from $21.00 to $45.00, additional special 
equipment will make the list price on some types as 
high as $65.00. The Bike-Lok locks the front wheel 
so that the machine cannot be ridden. 


48 








the right kind of service on their machines, and this 
good will, will naturally result in satisfied customers 
—not only for bicycles but to bring youngsters back 
for other lines of merchandise as they grow older.” 

Use of “time sales” plans is recommended by an- 
other manufacturer who states that, “Sales are made 
today not on prices, but on terms offered. With an 
adequate time sales plan, the hardware dealer can 
sell a higher grade of merchandise because it only 
makes a few cents difference per week in time pay- 
ments.” 

Department stores seldom show a bicycle in a win- 
dow display, without some material designed to pro- 
vide the proper background atmosphere—such as 
figures wearing up-to-date cycling outfits. The hard- 





Shelby model SE80, a deluxe model with the new 
“Shelby Shock Ease Fork” has a price range of from 
$38.00 to $42.00. The Shelby Cycle Co., Shelby, Ohio, 
line ranges in price from $24.00 to $45.00. This 
attractively designed model is entirely streamlined. 


ware dealer who does not sell cycling costumes could 
well borrow such equipment from non-competing 
retail outlets to make his display more attractive, 
having a sign indicating the source of the costumes. 
Then too, he might have the store which sells bicy- 
cling costumes, but not bicycles, show a bike in a 
display with a sign indicating that his store handles 
these machines. 

' Among the young men and women in your com- 
munity, as well as the middle-aged folks, there are 
dozens of people who are gaining weight too rapidly 
to please themselves. Some of these people already 
appreciate the benefits of cycling as a means of cut- 
ting down on excess weight. Others have to be sold on 
the idea and you will need to sell some folks the idea 
of cycling before you can interest them in specific 
makes or models of bicycles. In its campaigns, the 
Cycle Trades of America, main trade association of 
the industry, uses the slogan, “It’s fun to keep fit on 
a bicycle,” a very good talking point for the hard- 
ware dealer to use when selling them. 

Carl Snavely, coach of Cornell University’s famed 
football team, says of cycling, “We regard bicycling 
as a particularly beneficial exercise. We believe that 
it puts more muscles into play than any other prac- 
ticable form of recreation. Chest, arms, legs and 
stomach all are benefited. It enlarges and strength- 
ens the chest. Arms and fingers become firmer in 
action. Legs, the most important part of the body 
to most athletes, grow stronger, sturdier, speedier 
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and less susceptible to injury. The stomach takes 
on new tone and vigor. For these reasons we want 
our football players to use bicycles the year ‘round. 
Our varsity squad rides them at home in the summer 
and on the campus and athletic field in the spring 
and fall. In addition to keeping them physically fit, 
riding a bicycle helps to keep them mentally alert. 
I believe that every boy, whether he wants to play 
football or not, would benefit by riding a bicycle. 
Undoubtedly, it is one of the most healthful and 
enjoyable of all sports.” 

Except for those men who use bicycles in their 
daily work, or to ride to and from work, one of the 
best sales points to use in interesting men in cycling 
is the health and exercise angle. Women have been 
sold on the idea of riding bikes through the medium 
of bicycle styles—special outfits of colorful design 
providing both stylish appearance and riding com- 
fort. The boys, who are cyclists, enjoy the exercise 
and the ability to get places they might otherwise 





One of the most popular-models of the line offered 
by The Pierce Cycle Co., Angola, N. Y., is this 
streamlined balloon tired motorbike bicycle ‘with full 
equipment. The company also makes racing models, 
for both amateurs and professional racers and special 
light weight models in a variety of prices. 


reach only by walking. Some boys earn money with 
their bicycles as errand and delivery boys. To young 
girls the style and exercise angles are paramount 
issues. 

Just as successful selling of golf, tennis, baseball, 
fishing and hunting equipment requires a real knowl- 
edge of those sports and of the equipment needed 
for them so it is necessary that stores selling bicycles 
have one or more salesmen who know the proper 
way to ride a bicycle, from safety, comfort and effi- 
ciency standpoints. If you and your men do not 
know these points you can learn the facts from a 
handbook entitled “Bicycling for Health and Plea- 
sure,” issued by the Cycle Trades of America, Chanin 
Building, New York City. Primarily intended for 
bicycle fans, this booklet has considerable material 
of value to dealers and their salesmen as a sales 
manual. It also deals with the formation of cycle 
clubs, the running of bicycle races and bicycle field 
days, tells how to keep in good condition and how 


to take care of a bicycle. 
In dozens of communities of all sizes, provisions 
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Improved appearance is one of the keynotes of 
the bicycle line, for 1940, offered by The Colson 
Corp., Elyria, Ohio, in its new Imnverial and Deluxe 
series and in the standard and special models. Model 
04460, illustrated, has chrome rims, polished alu- 
minum mudguards, and all Deluxe accessories. It 
is regularly supplied with speedometer and front 
hub brakes. The Colson line has a complete range 
from popularly-priced, promotional models to high- 
er grade, fully-equipped streamlined numbers. All 
are shipped in cardboard cartons to protect ma- 
chines from dust and prevent loss of parts in transit. 


have been made for safe riding places for cyclists. 
There are in every community people who want to 
ride bicycles but who are timid about it because in- 
sufficient provision has been made for their safety. 
Some cities and towns have special cycle paths in 
city parks and in undeveloped areas. Other com- 
munities have marked off special lanes on certain 
highways for cyclists. Where such measures have 
been taken, interest in and sales of bicycles have 
shown great increase. Often these safety lanes and 
cycle paths have been obtained only as the result of 
long and hard fought campaigns, participated in by 
clubs, scout organizations, businessmen’s organiza- 
tions, schools, retail dealers, fraternal organizations, 
newspapers, etc. 

One of the best methods of obtaining adequate 
protection for cyclists in your community is to pro- 
mote a community Bicycle Day, with a parade and 





One of the popular priced models in the line of 
Arnold, Schwinn & Co., Inc., 1718 N. Kildare Ave., 
Chicago, IIl., equipped with tank containing electric 
horn and electric tail light. This model is offered in 
three different frame sizes, in various color combina- 
tions. It can be equipped with Schwinn spring fork, 
fore-wheel brake and Cycelock. The brake is an 
automotive type front hub brake. The Cycelock is a 
Yale lock built into the steel drop-forged front fork 
crown, which locks fork and front wheel at a slight 
angle so bicycle cannot be ridden or wheeled. The 
company’s line also includes Paramount and Superior 
light weight models listing at $75.00 and $50.00 re- 
spectively, these models being of the English type 
of machine. 
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the affair. Inviting school children to participate in 
an essay contest dealing with “Safety for the Cyclist” 
would be another good idea in connection with such 
a campaign. 

A Bicycle Day might well start with a parade, fol- 
lowed by the selection of a Bicycle Queen. The 
C.T.A. suggests that the naming of a “Queen” be 





One of the variety of sizes and models of. bicycles 
offered by Emblem Mfg. Co., Angola, N. Y., is this 
Emblem balloon tired standard type motorbike bi- 
cycle. 


based on beauty, ability to ride and costume, the 
bicycle to be without decorations of any kind. As 
to awards in connection with the parade the associa- 
tion suggests giving them for the best decorated 
men’s or boy’s bike, best decorated girl’s or women’s 
bicycle, funniest male costume, funniest women’s 
costume, oldest bicycle, for the most attractive pair— 
man and woman—and for stunt riding. For the 
races there should be divisions as to age and sex. If 
experienced amateur racing fans can be induced to 
participate so much the better, although experienced 
racers should not be in the same events as inexperi- 
enced competition riders. For a Bicycle Day a public 
holiday, a Saturday or a specially declared holiday 
are the most desirable times so that the entire com- 
munity can get behind the affair. 

To emphasize the safety angle in cycling, the 
C.T.A. has formed the Cycle Trades Safety League, 
operating through schools and children’s organiza- 
tions. Members receive a membership button, de- 
calcomania for use on their bicycles and a member- 
ship card on back of which there is a safety code. 
Members agree to obey all traffic regulations, includ- 
ing traffic lights, stop signs and riding the right way 
on one-way streets. They also agree to use hand 
signals, ride in a straight line, use white lights on 
front of bicycles while riding at night and a danger 
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bicycle races. Such an event will focus the attention 
of your town or city on bicycles. From that point 
on emphasis can be placed on safety for cyclists, 
with assistance from your local newspapers, clubs, 
churches, schools and organizations of all kinds. 
Motorists will be glad of an opportunity to help in 
such campaigns, both to protect cyclists from injury 
and minimize their own difficulties arising from the 
presence on highways of careless cyclists. If your 
community has a cycle club it is well to have the club 
run bicycle day events. Otherwise business organi- 
zations or civic groups should be asked to handle 








Mercury model No. 15 made by The Murray Ohio 
Mfg. Co., 1115 E. 152nd St., Cleveland, Ohio, lists at 
$44.29 and was designed by Viktor Schreckengost, 
stylist. An added feature of this streamlined model 
is built-in horn and light combination in the tank, 
designed to harmonize with head and chain guard 
design. Other models in the line range in suggested 
retail price from $31.81 to $47.62 in adult models. 
Junior bicycles range in prices from $28.50 to $36.48. 


The entire line includes 21 models. 


signal on the rear, and to have a signaling device 
(horn, bell, etc.) to warn pedestrians of their ap- 
proach. Further, they agree to give pedestrians the 
right of way and to be on the lookout for cars at 
crossings and cars leaving or entering parking places. 

Activities of the C.T.A., according to E. H. Broad- 
well, manager, Cycle Trades of America, emphasize 
the education of present bicycle riders as to careful 





Monark Super Frame model M-704 made by Mon- 
ark Silver King, Inc., 1242 N. Homan Ave., Chicago, 
Ill., lists at $37.45 and features complete equipment. 
Has super frame, patented spring action front fork, 
twin headlights with individual switch controls, elec- 
tric tail light built into luggage carrier. Other fea- 
tures are retractable parking stand, built in horn, 
patented cushion front fork. This and other Monark 
Super Frame models are offered with free insurance 
for one year against fire and theft. Other models in 
the line list from $31.45 to $40.45. The Super Frame 
is a streamlined double frame with continuous upper 
and lower bars, on a combination truss and suspen- 
sion principle. The Silver King models list at $39.95, 
including insurance. The company also offers nine 
models in the Rocket line. 
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The model 76M Iver Johnson DeLuxe Mobike. 
listing at $42.50 and made by Iver Johnson’s Arms & 
Cycle Works, Fitchburg, Mass. Regular Iver John- 
son bicycles list from $32.50 for boys and girls, up 
to $60.00 for racing bicycles. The line also includes 
“Airlite” light weight touring models listing at $42.50 
each as well as diamond and truss models. 


riding, the organization favoring regulation and 
licensing of bicycles by the various states. 

Mr. Broadwell states, “There’s nothing today to 
impress on bicycle riders the responsibility they have 
in riding a bike. If a cyclist had to follow bicycle 
traffic regulations he would have the feeling of re- 
sponsibility, for if he did not obey regulations he 
would lose his license and his bicycle would be locked 
up. Such a plan is followed in some cities and towns 
but no states have any such regulation. Since many 








Among the 1940 numbers offered by D. P. Harris 
Hdw. & Mfg., Co., Inc., 99 Chambers St., New York 
City, is the Rollfast DeLuxe Motobike model V-934 
illustrated. The company’s line includes a wide va- 
riety of models ranging from popular priced machines 
to higher quality models. 
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youngsters own bicycles, the licensing fee would of 
necessity have to be low. If bicycles were licensed 
and carried license plates, with a license fee of 50 
cents, part of the money thus received could be used 
to fix road shoulders for the exclusive use of cyclists 
and for placing cycle safety signs on highways. To- 
day the cyclist is considered, in law, as a vehicle 
but no one knows it. Registration has also proven 
to be one of the best theft deterrents there is as 
shown by the report of the Los Angeles Police De- 
partment which states that prior to registration, in 
that city, it recovered less than 14 per cent of the 
bicycles stolen there. In 1938, under the registration 
plan, 91 per cent of the bicycles stolen in Los Angeles 
were recovered.” 

Recently, the Village of Bronxville, in Westchester 
County, N. Y., instituted a bicycle licensing plan, 
whereby youngsters pay a fee of 50 cents for per- 
manent registration of their bicycles, new license 





Here’s Twin-Flex Cushioned model No. 1 made 
by The Huffman Mfg. Co., Dayton, Ohio, featuring 
a double-spring action to absorb road bumps and 
shocks. Has aluminum Torpedolite, streamlined tank 
with built-in horn, kick-type stand built-in electric 
tail light and streamlined luggage carrier. The com- 
pany also offers five other lines including a light- 
weight line. 


plates for the machines being required only when 
there is a change in ownership. When a member of 
the Bronxville Police Department finds a youngster 
disregarding traffic regulations he explains to the 
young cyclist the dangers arising from such a viola- 
tion. The child’s parents then receive a postal card 
from the Police Department indicating the date and 
nature of the infraction, with the request that the 
child be deprived of the use of his or her bicycle 
for a week for the first offense, two weeks for second 
offense, etc. In no instance is the child or either of 
his parents required to appear in court. The Bronx- 
ville regulation requires that the plate be attached to 
the axle of the front wheel on the left side of the 
bicycle. Illustrated is the message sent by the Bronx- 
ville Police Department to parents of traffic violating 
youngsters. 

The Westchester County Publishers, Inc., recently 
devoted an entire page of its newspapers to a 
pictorial presentation of the Bronxville plan. The 
newspapers published by the above organization 
showed how and where the license plates must be 
attached and illustrated some examples of the traffic 
violations the ordinance seeks to prevent. 


























Cards for fall hunting supplies 
and paints are brown, the store 
being featured as headquarters. 














TO ALL HUNTERS AND SPORTSMEN ... 


What can equal a ramble through fields 
and thickets in the Fall of the year? 


, The crisp report of the gun—the exulta- 
tion of a well-placed shot. Good, healthy 
and invigorating outdoor exercise. 


Schoharie County abounds in plenty of 
small game—and we're all set to supply 
your needs in ammunition (Remington, 
Winchester and Super X). In hunting 
clothing, shell belts, hunting knives, guns, etc. 


Make us your Headquarters for hunting 
equipment. 


COBLESKILL, N. Y. 


How to Advertise Inexpensively— 


Penny Postal Card Ads 


“p 
OSTAL card adver- 


tising is about the least expensive 
form of advertising we know and 
is quite easy to develop. Adver- 
tisements of this type can be made 
very attractive and there is no 
technical knowledge needed. Every 
retail hardware merchant in any 
sized community can use the 
postal card to sell more merchan- 
dise. We have sold house paint, 
major electrical appliances, rope 
and many other items by means 
of this medium.” 

That is what Arthur H. Van 
Voris, partner in the retail hard- 
ware firm of I. Van Voris & Son, 
Cobleskill, N. Y., has to say on the 
subject of postal card advertising. 
He should be regarded as an au- 
thority on the subject for the Van 
Voris firm uses this medium to 
sell merchandise ranging from 15- 
cent lamp bulbs to furnace con- 
version oil burners costing several 
hundred dollars. 

Blank postal cards are pur- 
chased from the post office and a 
local printer arranges the copy 
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and illustrations and performs the 
printing job. The printing cost is 
extremely reasonable, prices vary- 
ing with the quantity printed. In 
Mr. Van Voris’ community, for 
instance, 500 cards are printed for 
$3.25; 400 for $3.00; 300 for 
$2.75, and 200 for $2.50. Add 
the cost of the cards at the post 
office to the printing charge for 
the particular quantity and you 
have the total cost of the advertis- 
ing job. This does not include the 
addressing, but since this work 
can usually be done in odd mo- 
ments no important extra costs 
are involved. 


Chief Advantages 


Thousands of postal card ad- 
vertisements are used in this hard- 
ware store and in another busi- 
ness which is owned and operated 
by the Van Voris family. And 
they produce excellent sales re- 
sults. The chief advantages of this 
type of advertising medium, ac- 
cording to Mr. Van Voris, are the 


ease with which it can be devel- 
oped, its very low cost, and its 
ability to reach the right prospect 
at the right time. 

“Developing copy for this type 
of advertising is not difficult,” 
says Mr. Van Voris. “We make 
full use of manufacturers’ sales 
literature and av times change it 
to fit our needs. In a great many 
instances, however, we have lifted 
this copy bodily. Naturally, this 
simplifies the writing of copy and 
usually better copy is obtained in 
such cases than if the merchant 
tried to develop it himself.” 

Illustrations for the cards are 
supplied in practically every case 
by the manufacturers of the prod- 
uct. Sometimes electrotypes or 
halftones are supplied and at other 
times mats are furnished. If mats 
are secured, the local printer must 
have plates cast. 

Cards are printed in different 
colors at different times of the 
year. Cards on fall hunting items 
are printed in brown, while those 
used in the fall to advertise oil 
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Copy on these cards was devoted 
to featuring specific features 
of the items. Cards were in red. 
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FLORENCE OIL-BURNING HEATERS 
A Model for Every Need and Pocketbook 
There’s one built for you. 


Life’s easier when you're warm. Designed 
living, Florence 

SS eee heating needs from the first | and baking. 
sharp fall days right through the — 
weather of a cold winter. Health and com va “a 
demand steady, dependable heat. We offer i 0. cut. 
at minimum expense and effort. 


FLORENCE 
Ojl-burnin 
HEATERS 


Installations promptly made. 


VAN VORIS HARDWARE COBLESKILL, N.Y. PHONE 78 





















We invite you to call. 





Produce Real Results 


and the firm of I. Van Voris & 
Son, Cobleskill, N. Y., has used 
them to sell everything from 
15 cent items to merchandise 
costing hundreds of dollars 


burners and heaters are printed in have a list of the individuals who 
red. Almost any color ink can be purchased hunting licenses in the 
used without extra cost if the en- | county which we secured through 
tire card is printed in that color. the cooperation of the town clerk. 


“Mailing lists are very impor- 
tant in this form of advertising if 


. Lists Import 
satisfactory results are to be se- s portant 


cured,” states Mr. Van Voris. “We “Special lists of this type are 
have one general list composed of _ very important under certain con- 
names of individuals who own ditions. Last fall we issued an 
property, such as farmers and advertisement on ammunition and 
home owners. This list is the one hunting supplies which was ad- 
that is most frequently used since dressed to hunters and sportsmen 
most of our merchandise is of in- __in the community. This message 


terest to these people. We also had to be timed correctly and had 
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NGE OIL BURNERS 


Oil-Burning Heaters It Provides ste 


ad economical to 


COBLESKILL, W, 










“O. K. In Every Way” 














No ashes, 


ute No dirt. 


Call today. 


Y. PHONE 78 






to reach interested individuals 
quickly for our small game season 
is of limited duration. The postal 
card enabled us to get our mes- 
sage into the hands of people most 
interested in this merchandise at 
the very lowest cost.” 

Mailing lists can be developed 
by compiling the names of the 
good credit customers listed on 
the books of the company and 
names of cash customers patroniz- 
ing the store should also be added 
to this list. The telephone direc- 
tory for any town or trading area 
provides another accurate source 
of information. Frequently the 
local utility company will cooper- 
ate in supplying the names of 
people who are securing electrical 
service. Special lists of individu- 
als interested in particular lines 
can be developed in the store by 
requiring the registration of vis- 
itors at certain demonstrations 
held during the year. Also, the 
names of prospects for major 
items secured by salespeople is an- 
other easily used method. 
























Be Sure to Feature Spring 
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WINDOW SHADES 

















House Cleaning Supply Window 


Merchandise: Curtain rods, drapery hardware, window shades, cur- 
tain stretchers, dust mops, oil mops, water mops, pails, carpet sweepers, 
electric vacuum cleaners, brooms, brushes, dust pans, furniture polish, 


floor wax, stepladders, dust cloths. 


Background: Use yellow corrugated board or wall board painted 
yellow in main background. Circle of green corrugated board with cut- 


out letters in bright red. 


Suggested Interior Displays: For tables—floor wax, liquid and paste, 
sponges. For platforms—carpet sweeper display, step ladders. 





P OMOTION plans 


must be carefully drawn for the 
spring selling season if the hard- 
ware dealer is to show all of the 
seasonal merchandise in windows 
and interior displays. There are 
so many lines that must be shown 
at almost the same time that it is 
impossible to present all of this 
merchandise unless a_ carefully 
prepared program is worked out 
before hand. 

HarpwareE AcE Original Win- 
dow Display Ideas anticipate the 
actual selling season by from two 
to six weeks depending upon the 
section of the country in which 
the dealer is located. Hardware 
dealers accordingly can use this 
promotion information in devel- 
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oping more specific plans for their 
individual stores. 
Spring housecleaning merchan- 
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Feature a mass display of paste 
and liquid floor wax on the end 
of housecleaning supply table. 
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dise is featured in the large win- 
dow on this page. A wide variety 
of merchandise is shown in this 
window and items that are used 
up, such as floor wax and furni- 
ture polishes, are featured in a 
central position. Always have 
one or two traffic pullers in the 
window which will appeal to cus- 
tomers and induce them to come 
into the store to make direct pur- 
chases as well as to inspect other 
merchandise on display. 

Traffic builders of this type are 
usually sold at a very low margin 
of profit. Therefore, customers 
coming into the store for such 
items should be made to look for 
them. Do not show traffic items 
of this type on tables at the front 
of the store. It is best to arrange 
such displays in the particular 
department so that other merchan- 
dise related to these traffic items 
can be presented to the customers 
and additional sales be developed 
on other lines carrying a more 
satisfactory margin. 

Spring housecleaning needs 
should be shown on a table in 
the store while the window fea- 
tures this merchandise. Mass dis- 
plays, such as those suggested in 
this section, should be shown on 


the ends of this table. The table 
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Both genuine wool sponges and 
the square type should be shown 
on the seasonal paint table. 
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under way, painting plans for 


Merchandise Windows Early! 






































corrugated board or wallboard. 


‘iginal Window Display IDEAS 
> display should be continued after FOR THE EARLY HEADQUARTERS 
: FOR AN 
ty the window has been withdrawn. Me) WwW of ae ’ Al wt pR ° 
is An early showing of lawn and 3 gh pes fa] P PAP 
od garden merchandise is suggested fap] gs ala wat a 
- and a small display is presented Be ps Ae pone Si 
a in one of the small windows in 7) 
ye this section. This early display = me 0 —_ . 
= should be followed later on by a aS = oy oe POO 
» more complete display in a large Deo |e =P PIITIEAT 
a window and suggestions for this pL SL) Manne 
r will be presented in this section. . aD 
is Suggested mass table displays = 
of fertilizers and grass seed also | i foro apts rial 
e can be featured early. Two dis- " WALLPAPER Pell eras 
2 . TOOLS a OM 
n plays of this type are shown in z ‘f= tte 
. this section and several others 
h could be used advantageously if ; 
. table space is available. Attrac- Lawn and Garden Supply Paint and Wallpaper 
s . , Window Window 
tive platform displays of large 
t items such as wheelbarrows, and Merchandise: Packaged seed of Merchandise: Wallpaper books 
Pp 1 . of al head : b all kinds, bone meal, fertilizers, showing several patterns, interior 
. arge sacks of plant food can be hedge shears, tree pruners, hoes, paints, varnishes, enamels, cold 
arranged which will get attention rakes, shovels, garden spades spad- water paints, alcohol, turpentine, 
to these lines. ing forks, lawn brooms, lawn hose. putty, crack filler, wallpaper tools, 
; While spring housecleaning i " ge . brushes, cleaners, sponges. 
- Background: Panel of yellow Background: Panel of yellow 





many interior portions of the 
home will be completed. The small 
paint window featuring interior 
painting items and wall paper 
should be installed early in the 
season to assist customers in re- 
calling to mind a source of 
supply for this merchandise. A 
talking show card might inform 
customers of the low cost for re- 

















Circle panel of green with cutout 
letters in red. 


corrugated board or wallboard. 
Circle panel in light green with 
cutout letters in light red. 





finishing a room, bath, or kitchen. 
Be sure to have the right prices 
on those items which the cus- 










tomer uses to judge a store’s com- 
petitive position. 

If the store stocks wall paper, 
sample books can be placed in the 


PLANT GRASS window and opened so that vari- 
FoOO SEED ous patterns can be shown. An- 
OO¢ PKG. OO$¢ 66 other show card might feature the 
low cost of papering a room. Be 


sure to show wall paper tools for 
the professional and the home 
owner’s use. 

Sales meetings should be held 
at this time of year and employees 
thoroughly schooled in suggestive 
selling methods. There are great 
possibilities for additional sales in 
the spring of the year and sales- 
people should have in mind the 












Grass seed in sacks or packages 
should be in mass displays. Show 
some samples of seed in a pan. 


Attract attention to the lawn and 
garden table with mass displays 
of packaged fertilizers. 


right items to suggest for each 
sale and type of customer. 
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ADVANCES 


Binder twine. Prepared roll roofing, shingles. 

Splint baskets, hampers, etc. One line household scales. 
Galv. forged wire rope clips. Wire rope thimbles. 
Some boys’ wagons. Some velocipedes. 





Binder Twine—Some domes- 
tic sellers recently have put out 1940 
prices on American-made standard 
twine, superseding the schedules 
which prevailed since last fall. The 
new market on small lots (less than 
200 bales) of 500 ft. standard sisal 
twine is at $4.3714 per bale, com- 
pared with the 1939 opening price 
of $3.37% per bale. The differen- 
tials for orders of more than 200 
bales, or for carloads, remain as 
before. 

* _ * 

Prepared Roofing — On pre- 
pared roll roofing and shingles, the 
new price list of Certainteed Prod- 
ucts Corp. became effective on Feb. 
26. Small lot list prices, subject to 
the former scale of allowances for 
dealer orders, truckloads and car- 
loads, compare about as _ follows, 
with the preceding (December) 
schedule: 


11 1/3 x 36 inch hexagon strip shin- 
gles, up 17 cents square 

10 x 36 inch square cut-out shingles, 
up 23 cents square 

90 pound slate surfaced rolls, up 8 
cents square 

75 pound slate surfaced rolls, up 8 
cents square 

Corporal competition smooth rolls, up 
6 to 10 cents square 


Tarred felts were advanced 5 to 6 
cents per roll, red sheathing is un- 
changed, and slaters’ felts were in- 
creased 4 cents per roll. 

* * *& 

Woven Wire Fencing — To 
avoid confusion resulting from the 
use of two column numbers in quot- 
ing and pricing fencing, effective 
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Feb. 1, American Steel & Wire Co.. 
Cleveland, Ohio, has announced that 
all net prices are computed on the 
same column for all specifications. 
This does not reflect any changes in 
the net prices per rod. 


The Hardware 





Athletic Equipment—Whole- 
salers report a new 5 per cent price 
increase on some boys’ wagons and 
a mark-up of 10 to 20 per cent on 
some velocipedes. Future sales on 
roller skates have been ahead of a 
year ago, as the heavy late fall de- 
mand of 1939 removed dealer sur- 
pluses. Summer lines, including 
fishing tackle, are showing better 
volume. Prices are being assem- 
bled for the 1940 fall sports sea- 
son, with higher prices looked for 


Blackboard 


O4 Wholesale Hardware Sales 
By Geographic Regions, for November, 1939 


COMPILED BY THE t. & DEPARTMENT OF COMMERCE 


TOTAL HARDWARE 





*States comprising regions: 


New England—(Conn., Maine, Mass., N. H., R. L., Vt.) 


Middle Atlantic—(N. J., N. Y., P: 


a.) 
East North Central—(Ill., Ind., Mich., Ohio, Wisc.) 
West North Central—(lowa, Kan., Minn., Mo., Neb., N. D., S. D.) 
South Atlantic—(Del., D. C., Fla., Ga., Md., N. C., S. C., Va., W. Va.) 
East South Central—(Ala., Ky., Miss., Tenn.) 
West South Central—(Ark., La., Okla., Texas) 
Mountain—(Ariz., Colo., Idaho, Mont., Nev., N. M., Utah, Wyo.) 


Pacific—(Calif., Ore., Wash.) 


HARDWARE AGE 











Ba: 


on 
ing 
Cai 
bur 
qui 
to | 
van 


sal 

















“oh hu CP 





























ADVANCES 
EXPECTED 
Basketballs. Footballs. 





on footballs and basket balls. Camp- 
ing equipment sales are larger. 
Camp stoves, especially charcoal 
burners with large casters, and mos- 
quito-smudge combinations, are said 
to appear frequently on de — ad- 


vance orders. 
* * %& 


Baskets, Hampers — Whole- 
salers report that splint baskets and 
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splint hampers, shopping and mar- 
ket baskets have been advanced 7144 
to 121% per cent. 


* * * 


Household Scales — Pelouze 
Mfg. Co., Chicago, household scales 
were marked up about 714 per cent 
on Feb. 1. 


Wire Rope Clips, Etc—wUp- 
son Walton Co. issued on Feb. 10 
a new discount sheet, with turn- 
buckles, shackles and many other 
items unchanged. Dealer prices on 
galvanized forged wire rope clips 
are advanced 6 per cent on 34 to 2 
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Of Wholesale Hardware Inuentories 
By Seagraphic Regions, for November, 1939 


MPILED BY THE 


8. DEPARTMENT OF MMERCE 


L HARDWARE 


f1DDLE ATLANTI 
ST NORTH CENTRAL 
T NORTH CENTRAI 


OUTH ATLANTI 


PACIFI 


UNITED STATES, TOTAL 299 





+Stock-sales ratios are percentages obtained by dividing the cost value of stocks by 


sales for an identical group of firms. 
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DECLINES 


Lead pipe and sheets. Lead oxides. 
Brass, copper sheets, wire, rods, 
shapes, etc. 





inch sizes, and 25 per cent on 4 
to 5% inch. Regular, wire rope thim- 
bles were raised about 10 per cent, 
and there were other miscellaneous 
advances. 

* * * 

Lead Products — Prices on 
lead pipe and sheets were recently 
reduced 14 of one cent per pound. 
No changes were made in the dis- 
counts on traps, bends or flanges. 
On Feb. 7 the price of lead oxides 
(dry red lead, litharge, etc.) was 
dropped 1%4 cent per pound. No 
changes were made in lead pigment 
prices. 4 

* # 

Copper Products — Concur- 
rent with the drop in ingot copper, 
manufacturers of brass and copper 
sheets, wire, rods, shapes, tubing, 
etc., made similar markdowns in 
their products. Among these 
changes was a %4 cent reduction, 
Feb. 7, on weather-proof wire, and 
a drop of 34 cent each on bare and 
magnet wire. 

* * * 

Electric Refrigerators — It is 
understood that not all electric re- 
frigerator makers have been in sym- 
pathy with recent price declines. As 
a result of the general reductions, 
observers believe that unit sales by 
all domestic manufacturers this year 
will cross the 2,000,000 mark and 
may equal or top the all-time peak 
of 2,310,000 units established in 
1937. Last year’s sales by the 16 
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Vk Wholesale Hardware Collections on Accounts Receivable 


and have beaten last year’s figures. 
The industry’s recent 1939 totals 
have been published, showing that 
the year’s sales of paint, varnish, 
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By Geographic Regions, for Movember, 1939 lacquer and fillers amounted to 


MPILED BY THE 


T NORTH CENTRAL 
T NORTH CENTRAL 

TH ATLANTI 
SOUTH CENTRAL 


WEST SOUTH CENTRAL 
PACIFI¢ 


UNITED STATES, TOTAL 5 


} 
MOUNTAIN 
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**Cellection percentages are obtained by dividing the cellections en accounts during the 





pecrnccst $379,276,938, compared with $333,- 
209,235 in 1938 and $402,126,113 
in 1937. A big run on blow torches 
during the cold wave depleted the 
reserve of sellers over nearly the en- 
tire country. Leading jobbers re- 
ported an intended six months’ sup- 
ply sold out in two weeks. The last 
general price change on torches was 
on Dec. 1, and this did not affect the 
more popular numbers. 
* * * 


January Buildings Awards— 
Building and engineering construc- 
‘: tion awards during January totaled 

wate 5 ; $196,191,000, a drop of 22 per cent 
8,197 6 | from January, 1939, the F. W. 


0 67,401 Dodge Corp., New York City, re- 


ported. Private contracts totaled 
$103,659,000, only slightly less than 


menth by accounts receivable outstanding at the beginning of that month for an identical a year ago, but contracts for pub- 


greup ef firms. 


leaders amounted to about 1,819,000 
units—53 per cent ahead of the 1938 


total. 
* * 


Spring Karm Lines The 
passing of the January cold waves 
has enabled farmers and growers to 
circulate again, and to evaluate 
losses, where these occurred. Much 
of the South was very hard hit, but 
is rallying quickly, with the assur- 
ance of government backing and 
assistance in the needed places. Job- 
bers report that current orders for 
spring farm needs, including net- 
ting, fencing, hand farm tools, shov- 
els, etc., are continuing in fairly 
good volume, a large part of the 
future orders having already been 
shipped to customers. Factories 
have for the most part caught up 
with their backlog of orders, and 
are now offering prompt delivery. 
There is less talk of price advances 
and shortage than was heard last 
fall, and no radical changes are 
looked for during the next few 
months. 

= % * 

Summer Lines Prices on 
corn tools for the 1940 season have 
been announced, showing no ad- 
vance over last year. The early de- 





PRICES 
REAFFIRMED 


Corn tools. Some _ turnbuckles, 
shackles. 
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licly financed construction dropped 
37 per cent. The Federal Home 


mand for garden hose and lawn Loan bank board reported that 
mowers is good, indicating that deal- home building last year in cities 
ers’ stocks are low. with a population of 10,000 or more 
a totaled $1,044,707,300, the largest 

Paint and Accessories — Ex- since 1929 and 35 per cent more 

cept for weather interruptions in than the 1938 total. December home 


January, early 1940 paint and brush building, totaling $86,791,000, set a 
sales have been up to expectations, 10 year high for that month. 


Watching Your Step in the Hardware Store 


TEPPING on or striking against objects results in 14.5 per cent of the 

accidents which take place in hardware stores. Injuries such as bruises, 
cuts and broken bones may frequently result from such carelessness. Safe 
piling of stock, clean floors and aisles and the removal of nails from cases 
and kegs will serve to reduce accidents. 





The improper piling of heavy mer- 
chandise always constitutes a 
definite hazard as there is a pos- 
sibility that an employee may Always remove nails from boards 
strike against such a pile, cause for employees may injure them- 
it to topple and injure himself selves by stepping on them or 

severely as a result. striking them when passing by. 
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{4 story of what 


happened to his two sons was told 
me by an elderly retail hardware 
man. As far as possible without 
any adornment I am repeating the 
story in his own words. 

“My retail business was support- 
ing two families—my brother’s 
and my own. When my sons grew 
to be 16 and 18 there was no 
room for them with me so they 
had to seek jobs outside. At night 
at home we discussed various jobs. 
Tom, the younger, was offered a 
job in a local bank. I discouraged 
this. I could not see much future 
in banking. It was a nice white 
collar job with long hours but the 
pay was low. It takes bank clerks 
a long time to get anywhere. Bill, 
the older, who had a mechanical 
turn of mind, was offered a job 
in a garage. It wasn’t a very clean 
job—the hours and work were ir- 
regular and so it did not appeal 
to him. 

“Finally the boys went to work. 
Tom took a stock job in a moder- 
ate sized wholesale hardware 
house at $5.00 a week, remember 
this was 10 years ago, while Bill 
went to work for a manufacturer 
of electrical gadgets at 30 cents 
an hour as a mechanic’s helper. 
Tom got just $5.00 in his envelope 
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on Saturday while Bill, working 
50 hours a week, drew down 
$15.00. The laugh was on Tom. 
Bill earned three times as much 
as Tom did! 

“All right,’ grinned Tom, ‘I’m 
learning a business while you, 
Bill, just sit at a bench and wind 
copper wire around a core nine 
hours a day. You never see any- 
one except that bunch in the shop 
while I meet a lot of people and 
have variety in my work.’ 

“So,” said my retail hardware 
friend, “the years passed—-10 busy 
years—and maybe you would like 
to know what happened to my 
sons, for both of them stuck to 
their jobs.” I assured him I was 
very much interested and here are 
the two stories as told by their 
Dad. 


He Knew Every Item 


“Tom filled orders. He studied 
the goods. He knew where every 
item was kept in the house and, as 
there were 30,000 items in stock, 
this took some time and a good 
memory. Soon Tom became a sort 
of stock encyclopedia. The other 
clerks called out, ‘Tom, where’s 
this and where’s that.’ 

“Tom had ideas. When there 
was a danger of errors in filling 
orders, he printed and put up 
signs of warning. For instance, 
‘Look out—22 shots come 100 in 
box—other cartridges 50!’ The 
boss noticed Tom. As the seasons 
rolled around Tom had goods— 
seasonable items—brought out and 


arranged conveniently so they 
needed the smallest amount of 
handling when the rush time came. 
He was always working and be- 
sides he studied manufacturers’ 
hardware literature and hardware 
trade journals. He learned what 
all the things were for. 

“His house had a big supply 
business. The manufacturers were 
shut down on Saturday and Sun- 
day and then they made their re- 
pairs. Sometimes they even wanted 
goods at night. The night watch- 
man had Tom’s telephone number. 
Many a time he jumped out of 
bed, answered the phone, dashed 
to the store and filled the urgent 
order. By now he was carrying the 
front door key. Tom knew, so cus- 
tomers called him on the phone. 
Then they- called on him to come 
to see about things at their fac- 
tory. Once he landed a very large 
order. He wasn’t a salesman, he 
had no sales talk. He just knew 
what filled into what—just what 
was needed to do the job. 

“He just grew into being a sales- 
man. Then one year his sales were 
tops. Tom did not spread out too 
much. He concentrated on ac- 
counts—good ones. He sold ac- 
counts not items. Strange —he 
never seemed in a hurry. But Tom 
never had any hours. His time be- 
longed to his customers. His 
friends, his social life was just his 
customers. Tom lived his job. 

“Slowly he received raises in 
salary. His weekly $5.00 went to 
$10.00 to $20.00 to $30. Some- 
times it just hung steady for 
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months but Tom worked and 
worked and he never lost his grin. 
He looked like Mickey Rooney! 

“Then one fine day Tom was 
made sales manager — $50.00 a 
week. He still carried the key to 
the front door. Customers were 
still his only social set. They 
came to town and Tom entertained 
them, at his home or down town. 
Now Tom married. He could offer 
his wife something more than a 
cooking and housekeeping job. He 
had some stock in his company. 
Tom was a coming man but he 
never knew what ‘working hours’ 
meant. 

“Now let me tell you about 
Bill,” said the father. “There was 
never a better, steadier, or more 
regular fellow than Bill. I really 
don’t know whether the job suited 
Bill or he just suited the job. Do- 
ing just one thing, over and over 
again, suited Bill. He loved regu- 
lar hours. Naturally at the factory 
he joined the union and as time 
passed Bill was out for all the new 
ideas. He was enthusiastic about 
the 40-hour week, especially at 
higher pay. He loved time-and-a- 
half for overtime. He pushed the 
button at 8—lunch, 12 to 12:30, 
closing whistle at 4:30. How Bill 
laughed at Tom the first five years. 
But then we ran into the recession. 
Tom had his job regular but Bill 
ran into layoffs. Vacations with- 
out pay. As a foreman in the 
factory he was now getting 70 
cents an hour, but as Bill began 
to express it, there seemed to be 
‘damned few hours.’ 


A Service Concern 


“So,” said the father, “we 
found out that a wholesale hard- 
ware business was one thing while 
a factory was another. You can’t 
set down rules to cover both. Fac- 
tories may be regulated easily— 
but a hardware distributing house 
is a Service Concern. It must work 
while others sleep. Factory work- 
ers and hardware clerks are a dif- 
ferent breed of pups—you just 
can't mix ’em. If you try you are 
just sure to run into trouble. 

“So Tom, the new sales man- 
ager—worked out of his system the 
following points which he asked 
me to hand to you with his compli- 
ments.” 
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Reasons Wuy WHOLESALE 
Distrisutors SHouLD Be GRANTED 
RevieF From THE Hour Provisions 

OF THE Wace AND Hour Law 


1—Wholesale distributors are “ser- 
vice institutions” and in order to 
supply the needs of their customers 
—the independent retailer and the 
industrial trade—it is necessary for 
them to remain open so the business 
of the latter will not be affected or 
retarded. 

2—A considerable volume of retail 
business is transacted on Fridays 
and Saturdays and industrial con- 
cerns use week-ends to make repairs 
and replacements which are neces- 
sary so that their employees will not 
be deprived of any time during the 
work-week. Wholesale and distribut- 
ing establishments must observe 
hours which are in line with the re- 
quirements of their customers, with- 
out being penalized by the payment 
of overtime rates. 

3—Large profits are not obtain- 
able in wholesaling and distributing 
businesses. Payment of time and 
one-half would so increase expenses 
that profitable operation would be a 
very real problem, if at all possible. 

4—Wholesaling and distributing 
are highly specialized in that there 
must be a thorough knowledge of 
the stock, the uses to which items 
may be put, location of merchandise, 
etc. Part-time untrained employees 
are a heavy liability. It is not prac- 
tical to engage people temporarily. 
Hence the law will not increase em- 
ployment but will dangerously inflate 
distributing costs. 

5—Chain stores and catalog 
houses are at a distinct advantage in 
that they can require their retail 
store managers to order from the 
central warehouses within the stand- 
ard work-week. The wholesaler has 
no such control over the independent 
retailer and must be in a position to 
serve him whenever he needs the 
merchandise. 

6—Many wholesale distributors 
have only one traffic man, one ship- 
ping clerk, etc., and it is impossible 
to replace such employees for short 
periods because of the specialized 
type of work they perform. 

7—Employees of wholesale dis- 
tributors receive, during the year, a 
total amount well over the average 
received by employees in manufac- 
turing and producing establishments. 

8—The wholesale distributor has 
not abused labor. Child labor, sweat 
shop conditions, low wages, long 


hours do not exist in this trade. Their © 


employees have continuous year- 
round employment, are granted vaca- 


tions with pay, sick leave, etc., and 
in practically all cases are regarded 
as permanent employees. Employ- 
ment is stable as employees are re- 
tained during slack periods and are 
paid for the regular work-week. 

9—They differ from those em- 
ployees engaged in manufacturing 
and producing, inasmuch as they 
are not constantly and continually 
“at work” but they must be on duty 
in order to render service—fill 
orders, answer inquiries and per- 
form other similar duties. 

10—The employee in wholesaling 
and distributing establishments is in 
a quite different position from those 
in manufacturing and _ producing 
fields. There is more opportunity 
for education, training, and advance- 
ment than in factory employment. 

11—-Retailers are not affected by 
the Fair Labor Standards Act and 
as a result institutions which service 
them must maintain hours which are 
reasonably in line with their cus- 
tomers. 

12—Large department stores pur- 
chasing direct from manufacturers 
and competing with the wholesaler- 
retailer system of distribution are 
not subject to the provisions of the 
Wage-Hour Act. 

13—The retailer operates with a 
limited capital and to a great extent 
must depend upon the wholesaler 
for his needs. He is doing consider- 
able “hand-to-mouth” buying, there- 
by necessitating constant service. To 
deprive him of the ability to obtain 
merchandise when it is needed 
(which would undoubtedly result 
from the forty-hour week) would 
mean the loss of sales which would 
have materialized, had he been able 
to secure deliveries as required from 
his wholesale source of supply. 

14—In order that merchandise 
may reach the consuming public at 
the lowest possible cost, care should 
be exercised to avoid any steps which 
make our distributing channels less 
efficient, or which tend to menace 
their operating cost. 

15—Uneconomical overtime pro- 
visions will tend to weaken and im- 
pair the highly essential and effi- 
cient distribution facilities of the 
country. 

The wholesaler and distributor 
are not in a position to pass on the 
increased cost of operating resulting 
from time and one-half for over 
forty hours. It will, therefore, be 
necessary to eliminate certain ser- 
vices they now render and reduce 
the number of employees, to offset 
the higher costs due to overtime re- 
quirements of the law as it now 
stands. 
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RALPH WALDO RICH- 
ARDS, price clerk with 
Chandler & Barber Co., Bos- 
ton, Mass., has been identified 
with the hardware business 
for over 50 years and has 
spent the entire period with 
firms in and around Boston. 
Mr. Richards, who celebrated 
his 67th birthday on January 
5, was born in 1873 and was 
introduced to hardware at an 
early age. Beginning at the 
age of 15 he worked two win- 
ters in a country hardware 
store and on November 10, 
1890, entered the employ of 
Frye, Phipps & Co., wholesale 
hardware firm of Boston. In 
1903 he joined the Bigelow & Dowse Co. forces and re- 
mained with that organization for three years. In 1906 
he became associated with Chandler & Barber Co. In 
1910 he became secretary of the New England Hardware 
Dealers Association and held that office until 1914 when 
he returned to Chandler & Barber. In 1929 and 1930 he 





RALPH W. RICHARDS 


was with the Henry Duncan Corp. of Everett, Mass., re- 
turning to Chandler & Barber at the conclusion of the 


Hardware Age 
Fifty Year 
Club 


second year. Aside from his position as secretary of the 
New England Association he has held no other offices. 
His principal hobbies are teaching the Bible and singing. 
He likes gardening, raises all types of flowers and vege- 
tables and keeps poultry. And in addition to the fore- 
going he does all of his own carpentry work. In short. 
he is a lover of life in the country. 


W. I. PEAK, Washington, 
D. C., manufacturers’ repre- 
sentative, is 82 years of age 
and has been identified with 
the hardware business for the 
past 62 years. Born May 20, 
1857, he entered the hardware 
field in 1877 and has been at 
it steadily ever since. Mr. 
Peak specializes in builders’ 
hardware and related special- 
ties and represents the Norton 
Door Closer Co., Vonnegut 
Hardware Co., Glynn-Johnson 
Co., Soss Mfg. Co. and the 
Rochester Sash Balance Co. 
He has also formerly represented the Hall Safe & Lock 
Co. and the National Cash Register Co. He maintains 
a showroom at 603 D St., N.W., in Washington and also 
resides in the same city. 
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Better Selling and Advertising 


More than 600 dealers attend the 12th annual 
Associates’ Congress sponsored by the Mar- 
shall-W ells Co. at Duluth, Minn., Jan. 29 to 31 


SPEAKERS AT THE CONVENTION 





Left to right: Seth Marshall, president; W. M. Irwin, general manager; 
George S. McQuade, sales manager; A. C. Phelps, Associate Division. 


selling effi- 
ciency, proper advertising, and cor- 
rect pricing were important themes 
discussed at the 12th annual Asso- 
ciates Congress sponsored by Mar- 
shall-Wells Co., Duluth, Minn., Jan. 
29 to 31, 1940, at the company’s 
warehouse. More than 600 dealers 
from Michigan, Minnesota, Wiscon- 
sin, North Dakota, South Dakota, 
and Montana, attended. George S. 
McQuade, sales manager, was gen- 
eral chairman of all meetings and 
discussed various parts of the asso- 
ciate program at each session. 
The opening address was made 
by President Seth Marshall who 
particularly stressed the substantial 
gain in farm income throughout the 
territory. He touched on those things 
that might or might not have an 
effect on the business of 1940. The 
effect of the war in Europe and 
Asia is bound to produce repercus- 
sions here sooner or later that will 
be difficult to handle and he coun- 
seled a protective rather than a 
speculative policy. As a safeguard 
to all such tendencies, he proposed 
that dealers concentrate on doing a 
100 per cent merchandising job re- 
gardless of conditions. 
He pointed out that merchandis- 
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ing conditions have changed and 
that now, in place of only 10 to 12 
per cent of the consumer’s dollar 
going for hardware, more than 20 
per cent of the consumer’s income 
is spent for items now sold in the 
retail hardware store. This has been 
brought about, he said, by the addi- 
tion of many new lines, some are so 
new that many dealers have failed 
to recognize them. He urged dealers 
not to overlook the large volume of 
business in repair and replacement 
parts that the owners of 12,000,000 
automobiles will purchase from re- 
tail stores either because they prefer 
or cannot afford to have the repairs 
made by garages. 


Similar Reactions 


This in turn calls for better 
trained personnel, more incentives 
for salespeople, and better stocks 
of the fast selling merchandise, he 
maintained. Scientific merchandis- 
ing, he continued, has shown that 
80 per cent of the people will react 
alike under the same conditions; 
that people buy what they want, not 
what they need, and that people 
wish to be economical, but abhor 


economy. These are the laws of 
human behavior, he said, and deal- 
ers should understand these thor- 
oughly to do a merchandising job. 


TWO MORE SPEAKERS 


Upper left: George W. Ayre, oil 
buyer. Lower right: A. W. Weyh, 
housefurnishings buyer. 
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Urged at Marshall-Wells Meeting 


He stated that nine out of ten 
dealers still think price is para- 
mount, but actually it is only a minor 
factor in doing a complete job of 
selling. Planned merchandising, ad- 
vertising, display, and trained per- 
sonnel are all more important, he 
said, if a complete and effective 
merchandising job is to be done. 
He pointed out that this is made 
available in the Associate program. 

He emphasized the difference be- 
tween low prices and right prices 
and stated it was necessary to have 
the right prices always. He said that 
in chain stores price items or loss 
leaders never account for more than 
5 to 10 per cent of the total volume 
of the line. 

Speaking on various distribution 
systems, he urged his listeners not 
to lose sight of the fact that the cost 
of distribution is measured by the 
kind of services, not by how many 
people are engaged in them. He 
pointed out that as far as the con- 
sumer is concerned, the cheapest 
distribution system is the one that 
will give him the merchandise and 
the service he will pay for. 

He told dealers to do a consis- 
tent advertising job because a retail 
store loses 25 per cent of its cus- 
tomers each year and these must be 
replaced. At least 2 per cent of 
sales should be spent in advertising. 
he said, and the more store traffic 
developed by aggressive advertising 
the lower the labor costs. 


Planned Programs 


He urged his hearers to stock 
those lines for which the customer 
is spending more and more of his 
income, then pursue a_ planned 
operating and merchandising pro- 
gram if they would participate in 
this increased consumer business. 
He warned that it still takes hard 
work to achieve success, urged deal- 
ers to recognize their jobs and ac- 
cept it, and closed with the slogan 
of the congress, “It Shall Be Done.” 

A. C. Phelps, of the company’s 
Associate Division, talked on “Ad- 
vertising and How to Make It Pay.” 
He said you must tell them if you 
want to sell them. He pointed out 
that hardware dealers’ competition 
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Left to right, top row: W. G. Butcher, builders’ hardware buyer; A. E. 
Johnson, tool buyer, and Gordon Volkenant, major appliance division. 
Middle row: Frank G. Brooks, sporting goods buyer; Roy A. Sorenson, 


auto accessories buyer, and H. 


Granquist, cutlery and toy buyer. 


Bottom row: Charles Pillsbury, Pillsbury Hardware Co., Devils Lake, 
N. D.; Kenneth Weeks, J. Weeks Hardware, Spooner, Minn., and H. C. 
Colmer, Larsen Hardware, Detroit Lakes, Minn. 


was doing an effective job of telling 
customers by consistent advertising, 
and warned that dealers must meet 
this competition to secure their 
share of the consumers’ business. 

Regular advertising, he pointed 
out, will keep the store name before 
customers, create interest in special 
merchandise, and secure acceptance 
of circulars and other mailing 
pieces. He told dealers that tests 
show the circular or hand bill to be 
the most economical advertising 
medium and the one producing best 
results in the territory served by the 
company. 

He emphasized the importance of 
tying up the store windows with the 
circulars, pointing out that people 
do not rush down town for values 
today but look for these on regular 
trips to the shopping centers. If 
dealers will feature mass displays of 
special merchandise in the window, 





he continued, and also show the 
circulars in which it is advertised, 
customers will be reminded of the 
special and the store as they pass. 

He stressed the importance of 
overhead trim to create a gay atmos- 
phere in the store; mass displays 
of advertised items in the particular 
department, and pointed out that 
goods properly displayed are easier 
sold, thus saving time in selling. 
He demonstrated the right way and 
wrong way to build displays of traf- 
fic items in windows and on tables 
and urged dealers to take time to 
make effective displays for best re- 
sults. 

Leave circulars on ledges in the 
store for people to look at while 
waiting to be served, he suggested; 
also hold store meeting so every 
sales person will be familiar with 
the advertising; and, develop a list 
of advertised items to be suggested 
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to different customers in building 
up additional sales. 

George S. McQuade, sales man- 
ager and general chairman of the 
convention, told dealers that every 
point in the Associate program is 
important but emphasized the fact 
that more time must be spent in 
selling and this must be secured by 
reducing the time spent in buying. 
He mentioned the advantages of 


who need the assistance of the 
wholesaler in meeting merchandis- 
ing problems. He urged dealers to 
budget their business in order to 
eliminate guess work and to provide 
a plan of operations against which 
actual results could be checked to 
better judge progress. He empha- 
sized the value of complete control 
of the business under today’s eco- 
nomic conditions where it is neces- 





Yellow shirts and blue ties identified the men connected with the paint 

department. Left to right: June Alrick, Odel Olson, H. C. Peterson, 

Walter Clark, manager, paint department; Tiny Anderson, Eloise Wright, 

paint stylist; Allan Adams, plant manager, Western Paint & Varnish Co., 
and Ed Anderson. 


using some kind of stock control 
plan if dealers were to secure better 
balanced stocks and prevent lost 
sales. 

Mr. McQuade then called upon 
Charles Pillsbury, Pillsbury Hard- 
ware Co., Devils Lake, N. D., who 
told dealers how he used stock rec- 
ords for a while but discontinued 
them feeling that it required too 
much work. He said he went back 
to the want book system but found 
this took even more time than the 
stock records, so eventually he in- 
stalled the merchandise control 
again. 

Kenneth Weeks, J. Weeks Hard- 
ware, Spooner, Wis., told dealers 
that stock records helped him re- 
duce his inventory and_ increase 
sales, and that most of the details 
involved are attended to by the em- 
ployees of the store. 

H. C. Colmer, Larsen Hardware, 
Detroit Lakes, Minn., at the request 
of Mr. McQuade, told dealers how 
he used stock records in his store to 
secure a better balanced inventory, 
better turnover, and more time for 
selling. 

George G. Hoy, associate editor, 
Harpware Ace, emphasized that 
more selling time must be secured 
in hardware stores, and suggested 
that buying time could be reduced 
if dealers would place the respon- 
sibility for buying on the whole- 
salers and simplify sources of sup- 
ply. He also pointed out that more 
young men were entering the hard- 
ware business today who accepted 
present conditions as normal but 
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sary to change operating policies 
quickly because of domestic or 
foreign situations. 

Ralph W. Carney, sales manager, 
Coleman Lamp and Stove Co., urged 
dealers to sell customers a heated 
home, not just an oil burner. He 
pointed out that the retailer, whole- 
saler and manufacturer were part- 
ners in selling the consumer and 
that all should work together to do 
this job as economical as possible. 
He urged dealers to demonstrate 
the theory of circulation in selling 
talks to customers. 

E. A. Maple, sales manager of 
the electric and gas division, Globe 
Stove & Range Co., stated that 
every home is a prospect for a 
range of one kind or another. He 
said dealers could determine the 
potential sales volume on stoves in 
their trading area by dividing the 
number of homes by seven and mul- 


tiplying that result by $100.00. 

R. V. Garner, merchandising styl- 
ist, Bird & Co., stated that the 
sales factors in floor coverings were 
quality, eye appeal, style, and com- 
pleteness of product and price range. 
He outlined how various patterns 
are developed and showed how color 
preferences vary over the country. 
L. S. Wright, sales promotion man- 
ager, Bird & Co., told the dealers 
why sales were lost and urged them 
to tell a complete, logical story. 

The annual banquet was held at 
the Hotel Duluth on Wednesday 
evening with dancing following the 
dinner. All other luncheons and eve- 
ning dinners were held in the com- 
pany’s dining rooms. 

Reuben Lendved, Lendved Bros., 
Clintonville, Wis., was advanced 
from the Associates’ planning com- 
mittee to the advisory committee and 
his place on the planning group 
was filled by the appointment of 
Stuart Fedderly, Geo. Fedderly & 
Son, Inc., Wisconsin Dells, Wis. The 
1940 Associate planning committee 
is made up of Stuart Fedderly, Geo. 
Fedderly & Son, Inc., Wisconsin 
Dells, Wis.; Kenneth Weeks, J. 
Weeks Hdwe., Spooner, Minn.; Ben 
L. Quirt, Ben L. Quirt Hdwe. & 
Furn., Iron River, Mich.; Haakon 
Larsen, Larsen Hdwe. Moorhead, 
Minn.; Iver Brujord, Brujord Hdwe. 
& Furn. Co., Fairview, Mont., and 
Ted Heisler, T. P. Heisler Hdwe., 
Mandan, N. D. 

The 1940 advisory committee is 
made up of Reuben Lendved, Lend- 
ved Bros., Clintonville, Wis.; Herb 
Adams, Adams Hdwe. Co., Cavalier, 
N. D.; Chas. Pillsbury, Pillsbury 
Hdwe., Devils Lake, N. D.; Harry 
Meyer, Farmers Hdwe. Co., Shawano, 
Wis.; Gus Hillerud, G. Hillerud 
Hdwe., Sauk Center, Minn.; Einar 
Olson, Guarantee Hdwe., Wisconsin 
Rapids, Wis.; Art Strom, M. W. 
Assoc. Stores, Glasgow, Mont., and 
Gil Johnson, Small and Johnson 
Hdwe., Williston, N. D. 


Forbidden Methods of Competition 


ISCUSSING unlawful and un- 

fair methods of competition a 
Federal Circuit Court recently de- 
clared: “The statute declaring un- 
lawful unfair methods of competi- 
tion in commerce condemns any 
method of competition in interstate 
commerce which is contrary to pub- 
lic policy; it forbids any system of 
competitive merchandising in such 
commerce which uses or employs a 
lottery, gaming device or gift device, 
and pushcards and punchboards are 


to be considered within that class.” 

While the Federal law referred to 
by the court affects only competi- 
tion in commerce between states, the 
laws of practically all the states af- 
fecting business methods within the 
state have been developed along 
similar lines. A method of doing 
business that is contrary to the pub- 
lic interest will not be tolerated; 
and lotteries and other “gaming” 
schemes of selling are condemned as 
crimes in most states. 
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American Hardware Supply Co. 






Reports 1939 Profitable Year 


Th. annual convention 


and _ stockholders’ meeting of the 
American Hardware Supply Co., 
Pittsburgh, Pa., dealer-owned whole- 
sale house, held Jan. 29 and 30 at 
the company’s headquarters, 41-43 
Terminal Way, South Side, Pitts- 
burgh, was the best attended meet- 
ing in the organization’s history. 
There were more than 300 dealers 
and sales clerks in attendance. Re- 
ports on the company’s sales during 
the year ended Dec. 31, 1939, 
showed a sales volume of more than 
$1,250,000, which was an increase 
over the previous year of more than 
22 per cent. 


Keep Costs Down! 


Charles W. Scarborough, Scar- 
borough & Klauss Co., Pittsburgh, 
and president, American Hardware 
Supply Co., welcomed members and 
guests at the opening meeting, and 
complimented William M. Stout, 
general manager of the company, and 
the organization’s employees for their 
efforts and for the company’s suc- 
cessful operation last year. With 
ever-increasing taxes adding to the 
cost of doing business, he said, the 
main thing is to keep the percentage 
of the cost of doing business down 
and to do more business. 

S. P. Duffy, general manager, 
treasurer and secretary, Hall Hard- 
ware Co., Minneapolis, Minn., ex- 
pressed his interest in the plant and 
operations of the American Hard- 
ware Supply Co. 

The purposes of and plans for Na- 
tional Hardware Open House, April 
25—May 4, 1940, were outlined by 
Hugh Riner, Hardware Retailer, 
who traced the growth of chain store 
and mail order sales in the past 20 
years. The purpose of National 
Hardware Open House (formerly 
known as National Hardware Week) 
is to provide the independent retail 
hardware dealer with a nation wide 
sales promotion event, to make con- 
sumers more hardware store-consci- 
ous, and to encourage consumers to 
become better acquainted with the 
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Left, Charles F. Scarborough, president, American 
Hardware Supply Co., and Wm. M. Stout, general 
manager of the organization. 


offerings of independent hardware 
stores. 

Dealers were urged by H. Leslie 
Gould, buyer, American Hardware 
Supply Co., to visit chain and mail 
order retail stores to see what they 
are doing to promote the sale of 
their wares. Mr. Gould asked dealers 
to buy and use the National Hard- 
ware Open House display kits and 
announced the company would have 
special advertising material for the 
event and would offer some special 
items. 

President Scarborough was pre- 
sented with an oil portrait of him- 
self, as an expression of apprecia- 
tion for his 30 years’ activity as 
president of the company. John A. 
Ditz, Sr., Clarion, Pa., a director. 
made the presentation. 

In a talk, “America My Own,” 
M. R. George, Mt. Pleasant, Pa., 
expressed his approval of the com- 
pany’s operation, and urged co- 
operation from the dealers. He 
emphasized the need for imagina- 
tion, in business. 

There are no limitations in busi- 
ness except those we impose on our- 
selves, declared Walter A. Gorrell, 
vice-president and manager, John FE. 
Lucas & Co., Philadelphia, Pa., paint 
manufacturers. This year looks like 
a good year for paint sales with in- 
dications that hardware stores will 
be enjoying better paint volume this 
year than ever before. He stated 
that advertising, merchandising and 
sales promotion help sell merchan- 
dise but that they must be supported 
by hard work. 


Activities and sales of the com 
pany, since 1932, were outlined by 
Mr. Stout, who urged dealers to 
spend more time selling, and less 
time buying. The company now 
has 200 stockholder-members. An- 
nouncement was made that the 
company had been appointed as dis- 
tributors for John E. Lucas & Co., 
Philadelphia, Pa., paint manufac- 
turers in the territory served by the 
American organization. Attention 
was called to improvements in the 
warehouse, providing quicker and 
more efficient service. 

The treasurer’s report for 1939 
showed that expenses in relation to 
sales, compared with the previous 
year, remained the same, with the 
balance sheet showing sound finan- 
cial condition and reflecting some- 
what heavier inventories over the 
same period a year qgo. 


Officers Elected 


Charles W. Scarborough, Pitts- 
burgh, was reelected president. 
Other officers are: F. B. Post, Wash- 
ington, Pa., vice-president; James 
Scott, Carnegie, Pa., secretary, and 
E. A. Hastings, Pittsburgh, trea- 
surer. W. M. Stout continues as 
general manager of the company. 
Directors are: Messrs. Scarborough, 
Post and Scott; H. M. Kirk, New 
Castle, Pa.; John A. Ditz, Sr., 
Clarion, Pa.; J. E. McGeary, Leech- 
burg, Pa.; George C. Brown, Punx- 
sutawney, Pa., and S. M. Wylie, 
Elizabeth, Pa. 
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Wisconsin Ass’n Stresses “Trade 
Independent” and Credit Selling 





Left to right: H. A. Lewis, executive secretary; A. Vanden 
Wymelenberg, president; Edgar Kroner, retiring president. 


|) of retail 


trade, Trade Independent Campaign 
and profitable credit selling were 
topics discussed at length at the 
44th annual convention of the Wis- 
consin Retail Hardware Association 
held in the Milwaukee Auditorium 
in Milwaukee, Feb. 6 to 9. Resolu- 
tions protesting manufacturers’ pol- 
icies which allow five-year guaran- 
tees on refrigerators, and permit use 
of merchandise sold in hardware 
stores as premiums were presented 
by the resolutions committee at the 
Thursday morning meeting and 
adopted by the convention. 

A legislative committee report fa- 
voring support of the Patman Chain 
Store Tax Bill HR-1 and urging that 
the National Retail Hardware Asso- 
ciation do everything to effect its 
passage was adopted. 

The association elected W. T. 
Johnson, Rice Lake to the board of 
directors and re-elected the follow- 
ing directors: A. Vanden Wymelen- 
berg, Green Bay; M. E. Douglas, 
Janesville; Darwin Follett, Co- 
loma; W. E. Fitzgerald, South Mil- 
waukee; W. H. Niebergall, Wausau, 
and J. H. Kitz, Oshkosh. The direc- 
tors elected Mr. Wymelenberg presi- 
dent to succeed Edgar Kroner, La- 
Crosse. Mr. Douglas was elected 
vice-president; Mr. Follett, secre- 
tary-treasurer, and H. A. Lewis, 
Stevens Point, was renamed execu- 
tive secretary. 

Diversion of retail sales is one of 
the greatest problems facing retail- 
ing today, F. W. Greusel, president, 
Greusel Distributing Corp., Milwau- 
kee, told the dealers Tuesday morn- 
ing and over $1,000,000,000 of busi- 


66 


ness is lost to regular retail channels 
every year as a result. Industrial 
employers are largely to blame for 
the development of this evil, he 
maintained, for they have used this 
as a means to promote better rela- 
tions with their employees. 

Mr. Greusel explained the Wis- 
consin law prohibiting sales to em- 
ployees of any merchandise not or- 
dinarily stocked or produced by the 
company and gave numerous in- 
stances where the law has stopped 
such practices. 

Dave Suttle, Trade Independent 
Campaign headquarters, Chicago, 
Ill., and A. M. Tweet, Tweet Bros., 
Green Bay, Wis., told of the origin 
of the trade independent movement, 
outlined its objectives and urged 
hardware dealers to support this ac- 
tivity in their communities. 


Credit Selling 


W. H. Wittwer, credit manager, 
Wolff, Kulby & Hirsig Co., Madison, 
Wis., in discussing “Profitable 
Credit Selling,” pointed out that 
credit sales are increasing today and 
gave suggestions for making the job 
of granting credit easier. He stressed 
the importance of securing complete 
information in the credit interview 
and urged dealers to carry on the 
interview in a conversational man- 
ner. He listed the following as im- 
portant points to be covered: full 
name, wife’s or husband’s name, tel- 
ephone, present and former ad- 
dresses, length of residence at each, 
occupation, present employer, for- 
mer employer, length of employ- 
ment, renter or home owner, busi- 


ness references, personal references 
and other installment contracts un- 
paid. Dealers should use a simple 
credit application form, he main- 
tained, and the customers should al- 
ways sign it. 

He said that payments on install- 
ment contracts must be followed 
closely if collections are to be made, 
and suggested that contracts be ar- 
ranged by payment dates in a file 
with compartments for each day of 
the month. When payments are not 
made within the regular time limit, 
he said follow-up notices should be 
sent out and continued at regular in- 
tervals until the payment is made. 
Mr. Wittwer emphasized the fact 
that proper handling of credit can 
also be a selling factor and tbat 
people coming into the store each 
week or month to make payments 
develop a valuable store traffic. 

Rivers Peterson, managing direc- 
tor, National Retail Hardware Asso- 
ciation, Indianapolis, Ind., in discuss- 
ing “The Challenge of Competition” 
urged dealers to do straight think- 
ing on this problem and to solve 
it by operating their own businesses 
better, not by trying to run the 
other fellow’s business or by legislat- 
ing someone out of business. He 
urged dealers to have modern stores, 
to study competition and to mer- 
chandise aggressively, pointing out 
that sales opportunities have in- 
creased on many lines and that deal- 
ers can get their share of this 
business. National Hardware Open 
House is designed to persuade wo- 
men to explore the wonders of hard- 
ware, he said. This event, he told 

(Continued on page 72) 
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A; the conclusion of 


the 37th annual convention and ex- 
hibit of the Oklahoma Hardware 
and Implement Association, held 
Feb. 6-8, inclusive, at the Municipal 
Auditorium, Oklahoma City, Okla., 
the association went on record as 
favoring the passage of a law in 
Oklahoma to prohibit the sale of 
any merchandise below cost, thus 
following 22 other states which have 
enacted “Unfair Sales” acts. Na- 
tional Hardware Open House, legis- 
lation, the “Trade Independent” 
Campaign, Fair Trade laws and sell- 
ing to women customers were among 
the other subjects discussed. 

The opening meeting, a luncheon 
session with the Junior Division of 
; the Chamber of Commerce of Okla- 
I homa City, at the Chamber of Com- 

merce quarters, Commerce Exchange 
Building, was held Tuesday after- 
noon. Captain Ray Brown, affiliated 
with the Brookings Institution, and 
an officer of the Salvation Army, 
spoke on the subject, “Little Busi- 
nessman What Now?” The little 
businessman has great burdens on 
his shoulders and needs inspiration, 
said Captain Brown, who emphasized 
the need in this country for Amer- 
icans to continue to have freedom 
as to religious and political beliefs. 

Watson Rogers, Oklahoma City, 
secretary-manager, Oklahoma Retail 
Grocers Association, spoke on the 
purposes of the Trade Independent 
Campaign, his comments being sup- 
plemented by a talking film, “The 
Declaration of Independents.” It is 
up to independent dealers to help 
rekindle community interest in in- 
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dependent retail stores, of all types, 
he declared. Started by the Na- 
tional Association of Retail Grocers 
of the United States, these cam- 
paigns include newspaper publicity 
releases, radio programs and adver- 
tising sponsored by ” independent 
merchants” groups, featuring the 
slogan, “Independence Made Amer- 
ica—Trade Independent.” Dealers 
were urged to display the campaign 
slogan, and to seek the cooperation 
of retail dealers, in their own and 
other lines, in their communities in 
sponsoring such campaigns. Dealers 
interested in undertaking local pro- 
motions can obtain complete details 
and plans from the state association 
secretary or from national headquar- 
ters of the Trade Independent Cam- 
paign, 360 N. Michigan Ave., Chi- 
cago, Ill. 

E. E. Olinger, president, Okla- 
homa City Independents, announced 
that a 15-minute program will be 
broadcast twice a week, from an in- 
dependent Oklahoma City radio sta- 
tion, featuring reasons for house- 
wives to trade at independent stores. 

“Legislation—Present and Future” 
was discussed by Frank Hawkins, 
Enid, Oklahoma., secretary, Okla- 
homa Retail Merchants’ Association, 
who said retailing is the second 
largest industry in Oklahoma, sec- 
ond only to agriculture. “We are 
over-regulated and over-taxed,” said 
Mr. Hawkins. Every time a law is 
passed new boards are required to 
enforce it. Today’s forgotten man is 
the taxpayer, he declared. He said 
that more than $10,000,000 in sales 
taxes was collected last year in Okla- 


Obiiiieee Wants “Unfair Sales” Act 


homa. Discussing the state’s In- 
tangible Tax he said that it pro- 
vided that all accounts receivable, 
notes and stocks and bonds of out- 
of-state corporations are taxable in 
Oklahoma at the rate of $4.00 per 
$1,000. 

The plans for and purpose of 
National Hardware Open House, 
April 25-May 4, 1940, were out- 
lined by Charles R. Isaacs, Indian- 
apolis, Ind., manager, merchandising 
division, National Retail Hardware 
Association. The event is intended 
to give the independent retail hard- 
ware dealer a nation-wide campaign 
to compete with promotions spon- 
sored by chain and mail order re- 
tail stores. 

Elbert Weaver, Stillwater, member 
of the Oklahoma House of Repre- 
sentatives, and secretary of the Okla- 
homa Pharmaceutical Association, 
spoke on “Fair Trade” and urged 
dealers to modernize and streamline 
their stores, if they desire to stay 
in business. He declared that the 
independent hardware dealer’s prob- 
lems are the same as those of the 
druggist, and urged that hardware 
dealers help to get more merchan- 
dise under fair trade contracts in 
Oklahoma. Mr. Weaver pointed out 
that one fair trade contract in the 
state for any item puts that item on 
a fair trade basis for all dealers in 
the state. He said that there are 
326 items, sold by drug stores, in 
Oklahoma, that are now sold under 
fair trade ‘contracts. 

Speaking on “From Bread Lines 
to Head Lines,” Miss Mildred R. 
Clark, Tulsa, Okla., home service 

(Continued on page 76) 





CHARLES F. NELSON 
Secretary-treasurer 








Nebraska Endorses “Trade 
Independent” Movement 


HE 39th annual convention of 

the Nebraska Retail Hardware 
Association was held January 30, 
31 and February 1 at the Rome 
Hotel in Omaha. With a departure 
from the usual convention procedure, 
there was no formal session on 
Tuesday morning. 

The first session was opened 
Wednesday morning, Jan. 31. Earl 
Dean of York, president of the asso- 
ciation, presided at all sessions. 

In the President’s annual address, 
Mr. Dean reported on association 
activities during the past year, and 
then urged all Nebraska dealers to 
support two major projects during 
the coming year. The first of these 
was National Hardware Open 
House, and the second major activ- 
ity concerned syndicate competition. 
He urged Nebraska dealers to sup- 
port the “Trade Independent” move- 
ment, a movement designed to in- 
duce the consumer to trade with 
independent merchants, and which 
is mainly a program for consumer 
education. Mr. Dean also asked all 
hardware merchants to help with the 
passage of the Patman chain store 
tax bill. 

Edward C. Hermanson, secretary- 
treasurer, gave his annual report 
and read the financial statement of 
the association. 

B. B. Turner, sales manager of 
the Globe Stove & Range Company, 
Kokomo, Ind., talked on “Sales for 
Profit.” He pointed out that many 
dealers overlook the fact that their 
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stores must carry a fixed burden of 
expense and that in some way sales 
must be multiplied until they reach 
a total which will cover this ex- 
pense. In every business there is a 
“break-even” point. A dealer who 
stays above that point makes money 
below it, he loses money. 

Today a hardware merchant must 
be a sales manager—a sales or- 
ganizer, he said. He must equip 
himself and his sales force with in- 
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formation and knowledge—he must 
dramatize the store’and dramatize 
the merchandise. Only in that way 
can he meet competition. 

Rivers Peterson, managing direc- 
tor of the National Retail Hard- 
ware Association, talked on the 
“Value of Cooperation,” and Na- 
tional Hardware Open House. 

Earl T. Platt, assistant director 
of the University Extension of the 
Nebraska University was the first 
speaker at the Thursday morning 
session. He spoke of the training 
courses that have been worked out 
by the University for dealers and 
their clerks. These courses are sup- 
plied to salespeople any place in 
the state. They present the funda- 
mental principles governing all types 
of selling, as well as advertising and 
sales correspondence. 

Zenn Kaufman, author of the 
book “Showmanship in Business,” 
talked on that subject. He said that 
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showmanship appeals to the same 
audience and succeeds in making 
sales, whether over the footlights or 
over the counter. He defined show- 
manship as consisting of 12 parts: 
mystery, realism, simplicity, life, 
motion, timeliness, pictures, color, 
conflict, sound, beauty and sex. 

Mr. Kaufman advised salespeople 
to make “heroes” of their customers 
—to remember that the customer is 
the important factor in any sale 
and to play up to the customer on 
that basis. 

Palmer McGrew, who has filed 
with the Secretary of the State of 
Nebraska an initiative chain store 
tax bill, explained the provisions of 
this bill and urged the support of 
all independent merchants in the 
state to help secure the required 
50,000 signatures before the bill can 
be placed on the ballot at the next 
general election. 

The report of the suggestions and 
resolutions committee, read by 
Arthur Johnson of Kearney, en- 
dorsed National Hardware Open 
House and an amendment was added 
to the resolution recommending that 
hardware jobbers confine their hard- 
ware week specials to hardware 
stores only. Further resolutions en- 
dorsed the “Trade Independent” 
movement, fair trade contracts; dis- 
couraged the use of trade-marked 
merchandise as premiums; pledged 
the support of an orderly system of 
distribution through the manufac- 
turer-distributor-retailer channels; 
endorsed the Nebraska initiative 
chain store tax bill and the Patman 
Federal Chain Store Tax bill and 
finally condemned the practice of 
public officials lobbying for private 
corporations for the purpose of in- 
fluencing legislation pending or pro- 
posed. 

The report of the nominating 

(Continued on page 70) 
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NDUSTRY wants peace even 

more than does the general pub- 
lic, hardware dealers of Indiana 
were told as the Indiana Retail 
Hardware Association opened its 
4lst annual convention and exposi- 
tion at the Murat Temple in Indi- 
anapolis on January 31. 

Dr. Allen A. Stockdale of New 
York City, representative of the Na- 
tional Association of Manufacturers, 
who spoke at the annual president’s 
luncheon officially opening the three- 
day convention, made the statement 
that America’s industrialists are the 
leading peace advocates. The lunch- 
eon honored President Carl A. 
Miller of Kendallville and past pres- 
idents of the association. 

“Polls taken by the National Asso- 
ciation of Manufacturers show that 
98 per cent of the nation’s indus- 
trialists do not want this country 
involved in wars,” Dr. Stockdale 
said. “Public polls show that a 
small number—95 per cent-—of the 
public want peace.” 

Sales of equipment and furnish- 
ings resulting from new home con- 
struction are expected to bring a 
25 per cent gain in hardware sales 
in the state, President Miller stated 
in his welcoming address. That the 
Federal Housing Administration con- 
struction program and the Rural 
Electrification Administration will 
be contributing to the sales gain was 
his contention. The hardware busi- 
ness in Indiana last year had a 
gain of nearly 25 per cent, with 
sales from approximately 1000 re- 
tail sources in the state amounting 
to $20,000,000, he stated. 

Progress in the Rural Electrifica- 
tion Administration development has 

opened a new field for the hardware 
dealer, G. D. Munger of Washing- 
ton, D. C., manager of the utiliza- 
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Indiana Expects 25 


Per Cent Sales Gain 


tion division of the REA, said at 
the second day’s meeting. 

“The advent of electricity in the 
rural areas should increase your op- 
portunities for service to the farmer,” 
Mr. Munger said. 

D. Wray DePrez of Shelbyville 
described how his sales had been 
increased by the REA program. 

Other speakers on the second day 
of the program were Phillip K. Mc- 
Dowell, credit manager of Hibben- 
Hollweg Co., Indianapolis, whose 





CARL A. MILLER 
Retiring President 


subject was “How To Keep The Re- 
tail Hardware Business Liquid”; 
Veach C. Redd of Cynthiana, Ken 
tucky, former president of the 
N.R.H.A., who spoke on National 
Hardware Open House to be held 
April 25 to May 4, and L. L. Shoe- 
maker of Dayton, Ohio, service man- 
ager of the National Cash Register 
Company who had as his subject 
matter “The Pass Key To The Buy- 
er’s Pocketbook.” Mr. Shoemaker’s 
discussion was given at a session of 
retail salespeople. 

The closing day of the conven- 
tion found the members with a big 
program outlined. Wm. J. Cheyney, 
vice-president of the National Retail 
Furniture Association, New York 
City, spoke about the diversion of 
retail sales and W. C. Judson from 
Big Rapids, Mich., outlined in de- 
tail a plan to convince customers. 
Hobart Thomas, a staff member of 


the National Retail Hardware Asso- 
ciation urged all hardware retailers 
in the state to take advantage of 
the publicity about the National 
Hardware Open House and advised 
them to get their orders in for the 
display kits accompanying this cam- 
paign. 

The resolutions division went on 
record with six points as their con- 
tribution to the program’ with: 
1—-A pledge to support protest 
against the privileged purchasers 
who, through various channels, make 
their purchases through some agent 
whereby they may secure a discount 
from the regular retail price and 
thereby endanger the economic well 
being of all retail organizations in 
the country. 2—A_ resolution of 
thanks to both the National and 
State Associations for securing an 
amendment to the Federal Firearms 
Act whereby they would have been 
required to keep records of the pur- 
chase and sale of ammunitions. 
3—Endorsement of the program to 
be known as the National Hardware 
Open House. 4—Endorsement of 
the resolution passed at the last na- 
tional convention whereby jobbers 
and wholesalers would be requested 
for more up-to-date sales informa- 
tive sources. 5—A resolution to op- 
pose any effort to secure repeal of 
the Tydings-Miller Law and_ the 
Indiana Fair Trade Act. 6-—A re 
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Iowa Endorses Patman 


Chain Store Tax Bi 


F ape apt program sparkling 
with interesting speakers made 
the 42nd annual meeting of the 
lowa Retail Hardware Association 
an outstanding event. The four- 
day convention, along with the 
hardware, housewares and appliance 
exhibit, opened in Des Moines, Iowa. 
on February 6, the first day being 
“Employees’ Day.” The convention 
sessions were held in the mornings 
at Hotel Savery while the afternoons 
were devoted to viewing the more 
than 200 exhibits at the Coliseum 
The speakers’ program encompassed 
hardware dealers’ problems from 
National Hardware Open House to 
unemployment. 

Using National Hardware Open 
House as his subject, Horace P. 
Aikman, of Cazenovia, N. Y.. presi 
dent of the National Retail Hard- 
ware Association, told the assembly 
how promotions can sell the “hard- 
ware store habit” to the people of 
America. “Promotion is the one 
thing we have lacked,” he told them. 
“It should be one selling event after 
another. Formerly there were only 
mail order catalogs to rural dealers, 
now the mail order houses are seek- 
ing city dealers more than rural 
dealers. It is necessary for hard- 
waremen to put on promotions, not 
just National Open House, but all 
the time to bring constantly and con- 
tinually to their attention that we 
are in the hardware business.” 

Dr. Alfred P. Haake of Cleveland, 
Ohio, in his talk on the subject, 
“Free Enterprise, the Way to Re- 
covery,” blamed business for the 
unemployment predicament of the 
nation. “Business must take hold 
and create jobs,” he said. “Business 
must quit waiting for something to 
happen. The government will stop 
trying to run the show when busi- 
ness takes hold.” 

Leo M. Baker, sales counsellor 
of St. Louis, Mo., urged service 
with a smile in his talk on “Tam- 
ing the Buyer.” He compared get- 
ting hardware customers to the tam- 
ing of a horse. “You can’t just go 
out and rope them, scaring them to 
death as you pull them in,” said 
Mr. Baker. “You've got to approach 
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P. R. JACOBSON 


Secretary 


them slowly, talking kindly to them 
all the way and slip a noose gently 
around their necks and easily pull 
them to you.” 

Mr. Baker said that only a man 
who loves his work can be a success. 
and suggested that the salesman 
who doesn’t love his job had better 
leave it and make room for a man 
who gets pleasure out of service with 
a smile. 

Wayne Jackson, secretary of the 
Iowa Horse and Mule Breeders As- 
sociation, told them that automobiles 
and tractors would not eliminate the 
horse from the Iowa farm. 

Ralph S. Stanbery, Mason City, 
Iowa, attorney for the Iowa Retail 
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Retiring President 


Hardware Association, presented the 
association with a personally turned 
gavel and block of ironwood. 

R. W. Howard, sales counsellor of 
Des Moines, conducted two discus- 
sions on “Purpose Selling Period,” 
stressing appliances one day and 
housewares the next. 

In the closing sessions on Friday, 
C. E. Pedrick of Douds, Iowa, was 
elected president, succeeding A. C. 
Hansen of Holstein, Iowa, whe was 
named to a three-year term on the 
association’s advisory board. J. D. 
Kuempel of Guttenberg, Lowa, was 
elected vice-president and a two-year 
board member. E. A. Hansen of 
Rudd was named to a three-year 
term on the board of directors. 
Philip R. Jacobson of Mason City 
was re-elected secretary. 

The association in its resolutions. 
appealed to the Greater Des Moines 
Committee for remodeling of the 
Coliseum to increase its space suffi- 
ciently to handle the association’s 
convention needs. The association 
also endorsed the Patman chain 
store tax bill. 


Nebraska Convention 


‘Continued from page 68) 


Committee was read by Carl Koll- 
meyer and the following officers and 
directors were elected unanimously: 
Henry Spalding, Chadron, _presi- 
dent; Clarence Zulauf, Superior, 
first vice-president; Leonard John- 
son, Burwell, second vice-president; 
L. A. Thomas, Lincoln; Wm. R. 
Young, Omaha, and Harold Ross, 
Central City, were reelected as board 
members. L. W. Hirsh was elected 
a new member of the board and 
Edward C. Hermanson, Lincoln, was 
reappointed secretary-treasurer. 


The 25-Year Club and Past Presi- 
dents’ luncheon was held Tuesday 
noon, with Rivers Peterson present- 
ing the 25-year certificates to new 
members of the club. Wednesday 
evening a quiz program and enter- 
tainment from Radio Station WOW 
was presented in the ballroom of 
the Rome Hotel. On Thursday eve- 
ning the annual party and dance 
was held in the ballroom of the 
Rome. Ned Reeves of Omaha was 
chairman of the entertainment com- 
mittee. 
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ec H. MORRIS of 
Jackson was elected president of the 
Tennessee Retail Hardware Associ- 
ation during the two-day session of 
that organization which was held at 
the Andrew Jackson Hotel, Nash- 
ville, Feb. 6 and 7. C. Gray Elkins, 
McMinnville. was elected vice-pres- 
ident. The board of directors is as 
follows: R. G. Briley. Franklin; J. 
J. Vandevelde. Dyersburg; J. W. 
Burger, Cleveland; Wayne Hall, 
Camden; John A. Vaughan, Win- 
chester. and Retiring President John 
B. Greer. Jackson. 

President John B. Greer opened 
the program with a helpful discus- 
sion of the value of cooperation 
among hardware dealers of a com- 
munity. He told how he and other 
hardware men in his own city of 
Jackson are not only meeting the 
competition of supply houses, but are 
making money while they do it. Mr. 
Greer suggested that hardware deal- 
ers within a radius of 30 miles coop- 
erate in their buying. He teld, for 
example, how Jackson hardware 
stores were able to reclaim’ the 
wrought iron pipe business from 
supply houses by combined buying 
in carload lots. 

Insisting that hardware men are 
putting too much time on other 
things and not enough on buying. 
Mr. Greer asserted that goods well 
bought are half sold and that better 
costs obtained through cooperative 
buying make selling easier. 

Thomas K. Ruff, Columbia. S. C.. 
and a director of the N.R.H.A., was 
the next speaker. Mr. Ruff began by 
suggesting “Hanging on to a hard- 
ware business” as better suited to 
present day thinking in the hard- 
ware field than “building a_hard- 
ware business.” He described as the 
crying need of independent retailing 
a return of the pioneer, optimistic 
spirit of the men who have made 
American business in the past. 

Describing salesmanship as_ the 
most important thing in retail mer- 
chandising. Mr. Ruff declared that 
“customers want to be treated as 
guests—inflate their ego and you 
make a good customer, deflate it and 
you lose both the sale and the cus- 
tomer.” 
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W.H. Morris Heads Tennessee Ass’n 





Left to right: John Lowe, Knoxville, director; R. K. Boswell, Chatta- 
nooga, secretary; John B. Greer, Jackson, director and retiring president; 
W. H. Morris, Jackson, president; C. Gray Elkins, McMinnville, vice- 
president; Hobart Thomas, N.R.H.A. director, Association Extension. 


“Customers are your — invited 
guests,” suggested Mr. Ruff. “Show 
an interest in them and their affairs. 
Make an intelligent study of what 
they want, and be aggressive in sell- 
ing what you find out that they need. 
A salesman must be a combination 
of psychologist. interior decorator. 
and landscape gardener.” 

Pointing to statistics that 85 per 
cent of present-day income is spent 
by women, Mr. Ruff insisted that 
even the hardware dealer must 
stress the feminine touch in mer- 
chandising. He included in a gen- 
eral program for obtaining the trade 
of the ladies the necessity for the 
store staff to always come clean 
shaven and otherwise immaculate in 
their apparel. 


“Turnover Pays” 

Concerning types of merchandis- 
ing that pay, this successful South 
Carolina dealer said: “Buy what 
your customers want at a price they 
can afford to pay. Turnover pays. 
Keep up with new merchandise. 
Create the impression that the new, 
improved items can always be found 
at your store.” 

Illustrating his suggestion to “sell 
what your competitor doesn’t sell,” 
he told of his own experience with 
power machinery. which was not 
being handled by any hardware 
dealer in Columbia. Five years ago 
he put in his first stock of this type 
of merchandise and today his annual 
volume is $35,000. 

Accusing many hardware dealers 
of “waiting until Saturday night to 
write an ad for Sunday’s paper and 
not giving much thought to it then,” 
Mr. Ruff characterized promotion 
and advertising as the step-child in 
the hardware business and sug- 


gested that dealers watch promo- 
tion and advertising for the most 
effective tie-up. 

About 60 of the 75 dealers at 
tending the convention were guests 
of the Belnap Hardware Company. 
Louisville, Ky., at a banquet at 6:30 
p.m. Tuesday night. Mark Davis. 
Belnap representative. was present 
to serve as host. 

Wednesday = morning’s — session 
opened with an address by Joe H. 
Wright, Sweetwater. Tenn., on “Na- 
tional Hardware Open House.” 

Hobart Thomas, representing the 
N.R.H.A. as Director of Association 
Extension, spoke upon the subject 
of “The Value of Cooperation,” and 
stressed the importance of taking 
full advantage of National Hard- 
ware Open House. 

A film, “Steel—Man’s Servant,” 
was shown by courtesy of the Ten- 
nessee Coal, Iron and Railroad Co., 
of Birmingham, Ala. A_ representa- 
tive of the company personally in- 
vited hardware dealers to visit Bir- 
mingham and see the steel manufac- 
turing process for themselves. 

The afternoon session opened with 
an address by Gus W. Dyer. nation- 
ally known economist, who enlarged 
on the opportunities that lie before 
\merican business, particularly the 
merchants in smaller towns and even 
in rural sections due to the trend of 
American industry away from the 
population centers. 

Under the head of “Idea Ex- 
changes.” dealers present were in- 
‘ited to contribute helpful sugges- 
tions for mutual benefit. Hugh C. 
Ross presided. Many good ideas 
were presented in the time allotted. 

Director Ross concluded the ex- 
change with an outline of his 
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Merchandising Problems Stressed 
at Michigan Convention 


HE 46th annual convention of 

the Michigan Retail Hardware 
Association was outstandingly mer- 
chandising-minded. Sessions which 
were held on Feb. 6-9 at the Hotel 
Statler, Detroit, demonstrated this 
in both set speeches and floor dis- 
cussion. 

The Tuesday program, Feb. 6, 
opened with the President’s lunch- 
eon, an invocation by Treasurer 
William Moore, Detroit, and an ad- 
dress by President R. T. Davis of 
Adrian. President Davis, keynoting 
the merchandising idea, urged deal- 
ers to become promotion-minded, to 
tie up with national advertising, to 
study the sources of feminine trade 
and to encourage sales training of 
employees. 

Special tribute was made in the 
introduction of past presidents, to J. 
Charles Ross, Kalamazoo, the only 
living past president of both Michi- 
gan and national associations. 


Free Enterprise 


Dr. A. P. Haake, managing diree- 
tor of the National Association of 
Furniture Manufacturers. Chicago, 
gave a vivid “Analysis of the Free 
Enterprise System.” Greetings were 
presented by William Dillon, chair 
man of the exhibit committee; A. H. 
Hunt, chairman of Grand Rapids ex- 
hibit committee, and George Lee, 
chairman of the entertainment com 
mittee. 

The Wednesday morning session 
featured three speakers: William 
Dorn, assistant chief, Michigan Un- 
employment Compensation Commis- 
sion, who gave an exposition of the 
workings of compensation; Otis 
Cook, secretary, Michigan Pharma- 
ceutical Association, who spoke on 
“Fair Trade and the Retailer,” 
stressing that fair trade has not 
sought to regulate price, but to pro- 
tect the personal property of a man- 
ufacturer in the form of a trade 
mark, and Arthur Smith, advertising 
director of Trade Independent, Chi- 
cago, who spoke on the campaign. 

The Thursday morning session 
opened with talks by Fred Gartner, 
Wyandotte, Mich., State Representa- 
tive, on the new Michigan Intangible 
Tax Law; by Sid Caswell, general 
manager, General Electric Supply 
Company, Detroit, on “Farm Elec- 
trification, the Key to Profit.” point- 
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ing out that modern farms have 
some 600 uses for electricity, and 
Veach C. Redd, Cynthia, Ky., past 
president of the National Retail 
Hardware Association, on “This 
Thing Called Merchandising.” 

The entertainment side of the pro 
gram was well represented, with the 
President’s reception in the Banquet 
Room, Tuesday evening; “Dealer’s 
Night” at the exhibit on Wednes- 
day; an afternoon theater party for 
the ladies and a dance and floor 
show Thursday night in the Grand 
Ball Room. 

The exhibit, held in Convention 
Hall on Woodward Avenue, occupied 
30,000 sq. ft. of floor space, with 
148 exhibitors. A large attendance 
viewed the exhibit, which was not 
open to the public. The number of 
ladies about equalled the men on 
Tuesday night, and their interest 
was marked, tending particularly to- 
ward household appliances. With the 
typical family-operated store as 
known in Michigan, this indicated a 
definite program of buying so that 
women will be more and more at- 
tracted to the hardware store. The 
exhibit was, incidentally, open to 
dealers in non-hardware lines by 
guest cards issued by the exhibitors. 


At the final session, new officers 
were elected as follows: Grant 
Smith, St. Clair, president; William 
Moore, Detroit, treasurer, and H. A. 
Saschner, Lansing, manager. 

New members were elected to the 
executive board, for terms expiring 
in 1941, as follows: Frank Hartge, 
Detroit; G. L. Cassler, Benton Har- 
bor; A. H. Hunt, Grand Rapids; 
C. L. Goddeyne, Bay City, and L. 
A. Straffon, Croswell; to expire in 
1942: Fred Gartner, Wyandotte; 
Fred Taylor, Pickford; Fred Wort- 
man, Ionia; Charles Fowler, St. 
Johns, and R. T. Davis, Adrian. 

Special tribute was paid in a reso- 
lution to William Moore who is com- 
pleting 33 years of service as trea- 
surer. 

One resolution adopted dealt with 
legislation—“to continue during the 
coming year, as far as is deemed ad- 
visable by the manager, the support 
of Act 50, Public Acts of 1937”—re- 
ferring to the “Fair Trade Enabling 
Act.” Other resolutions pledged sup- 
port to National Hardware Open 
House; and to the exhibitors of the 
1940 hardware merchandise show. 

Grand Rapids was chosen to be 
the scene of the next annual con- 
vention. 


Wisconsin Convention 
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dealers, will help make women more 
hardware store conscious but warned 
that the dealer must still do his part 
for it to be a complete success. 
Alfred P. Haake, managing direc- 
tor, National Association of Furni- 
ture Manufacturers, Cleveland. 
Ohio, asserted that we will al- 
ways have periods of prosperity and 
depression in this country as long as 
we have mass production and as 
long as we must anticipate condi- 
tions. He urged his listeners to rec- 
ognize this principle of our eco- 
nomic system and he maintained we 
must try to control the extent of 
these fluctuations. He warned the 
dealers to examine the facts pro- 
posed by those who want to change 
the present economic system and 
stated that division of all wealth or 
income would not solve our prob- 
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lems today. Determining reward ac- 
cording to ability is the only fair 
way and in order to get more we 
must work more. 

Dr. Preston Bradley, pastor, The 
People’s Church, Chicago, IIl., urged 
his hearers to have faith in our 
economic system, to take more inter- 
est in it and to see that it succeeds. 
He stated that in order to provide 
more employment for more people 
we need to secure long-term credit 
for small business men and manu- 
facturers and get some of the dollars 
to work that are idle in our banks 
today. He said that restored confi- 
dence would help correct this situa- 
tion. 

The annual banquet, show and en- 
tertainment were held Thursday eve- 
ning in the Crystal Ball Room of the 
Schroeder Hotel. 
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THIS WONDERFUL NEW WAY TO COOK 











DEALERS FROM COAST TO COAST 
CASH IN ON THE MOST DRAMATIC 
GAS RANGE FEATURE IN 20 YEARS 














ONCE IN A GENERATION comes a dramatic advance 





in cookery like this. A wonder feature that starts a 








whole nation of women talking, wanting, buying. It’s | of: 
here. It’s the Estate Bar-B-Q Broiler. An instantane- i 
ous sensation. It’s sweeping the country, giving every 

r Estate dealer another big hunch over competition. 

Write for new catalogue describing this and all the 

other outstanding features of the new lower-priced 


t Estate line for 1940. The Estate Stove Co., Hamilton, O. 








FEBRUARY 22, 1940 








Panhandle Dealers Shown 
Human Element In Selling 





Left to right, front row: Clarence Thompson, Canyon, Texas, secretary- 
treasurer; M. L. Purvines, Panhandle, Texas, president; W. H. Spaulding, 
Clovis, N. M., vice-president. Rear row, advisory board and directors: S. 
P. Rosson, Hereford, Texas; J. A. Blackwell, Friona, Texas; R. F. Dou- 
glas, Shamrock, Texas; E. R. Yates, Lamesa, Texas: A. S. Meinecke, 
Lubbock, Texas; P. Wilmot, Roswell, N. M.; G. Buchenau, Tulia, Texas. 


a 3lst annual convention of 
the Panhandle Hardware and 
Implement Association convened in 
Amarillo, Texas, on Jan. 29, for its 
two-day sessions, with President 
E. R. Yates, Lamesa, Texas, pre- 
siding. 

President Yates, in his opening 
address, sounded the keynote of the 
convention theme, “Sell More.” As 
a means toward this end Mr. Yates 
stressed the need for quality sales 
as well as quantity sales. He es- 
pecially urged the modernizing of 
the store owner and the entire sales 
force to keep step with other mod- 
ernizing phases in the hardware 
business. 

Following the president’s address. 
Charles Isaacs, merchandising man- 
ager, N.R.H.A., Indianapolis, Ind.. 
spoke on “Responsibility, Service 
and Fellowship.” He launched his 
address with the compelling state- 
ment, “Business is business, but a 
man is a fool who lets his absorp- 
tion in business smother his love for 
and faith in humanity.” 


Government Issues 


The next speaker of the morning 
session swung from the hardware 
field into the field of “Government 
Issues Before Us.” Dr. George C. 
Hester, Southwestern University. 
Georgetown, Texas, former member 
of Texas State Legislature and 
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finance committee consultant — in 
Washington, D. C., declared that 
“Democracy pre-supposes an_ intel- 
ligent, enlightened citizenship.” He 
warned against the increasing dan- 
ger of the demigod in political life 
that sways the masses with empty 
phrases. In urging hardware and 
implement men to take an active 
interest in government affairs Mr. 
Hester declared, “Active participa 
tion in government affairs is the 
price one must pay for democracy.” 

At the Monday afternoon session. 
Paul Wilmot, Roswefl, N. M., and 
Mrs. J. A. Blackwell. Friona, Texas. 
discussed the coming “National 
Hardware Open House.” 

Ted Taylor, president of — the 
Plains Broadcasting Company. 
KGNC, Amarillo, Texas, discussed 
how merchants can benefit by “Mak 
ing Use of National Broadcast.” 
Mr. Taylor immediately broadened 
his subject to include newspaper 
advertising along with ads in maga 
zines. “See that your sales force 
knows what the ads and broadcast 
present of the products you sell.” 
Mr. Taylor stressed. He also urged 
that retailers follow through with 
window and store displays when 
special broadcasts or feature ads are 
being run. > 

Paul Lewis, manager southwest- 
ern district Nash-Kelvinator Corp.. 
Denver, Colo., was next speaker, dis- 
cussing “Putting Salesmanship into 


Hardware.” Mr. Lewis asked the 
question, “Are you as modern as 
your store? Have you been reju- 
venated?” He declared that sales- 
manship began when the customer 
said “no,” and developed the thought 
that leadership in improvement of 
sales force in any business must 
start at the head of that business. 
Mr. Lewis urged that the sales- 
man seek the buying motive; added 
comfort or convenience; desire for 
safety; gain or economy; pride in 
ownership, satisfaction for some 
loved one. He said, “Never be afraid 
to ask a customer to buy. That is 
why he is in the store. But ask with 
a double question, ‘Do you want the 
red or the blue?’ ‘Shall I send it 


out today or tomorrow?’ ” 


Convincing Consumers 


Mr. Isaacs, who spoke at the open- 
ing session of the convention, 
handled the subject of “Convincing 
Consumers” on the afternoon pro- 
cram. He said good merchandising 
consists in efficient management, the 
right merchandise at the right place 
and at a right price, sales promo- 
tion, or telling the world of the mer- 
chandise. and keeping the human 
touch in the establishment. 

Byron Lopp, business analyst and 
sales specialist, Albuquerque, N. M., 
spoke on the subject. “Modernizing 
Your Sales Front.” As others had 
done, Mr. Lopp stressed the human 
element in all business transactions. 
He placed prospective customers in 
four distinct classifications and urged 
his hearers to study types and 
build sales points applying to the 
type of customer. 

C. M. Williams. Amarillo. Texas. 
sponsored the showing of a film. 
“Trade Independent.” He also pre- 
sented John Barton, Amarillo gro- 
ceryman, and_ past-president of 
Texas group of Independent Gro- 
cers. Mr. Barton spoke on benefits 
to be derived from organization of 
Independent merchants. 

A color film, “Wild Life in Color.” 


was then presented as a courtesy 
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TRADE UP YOUR REPUTATION 


WITH THE 


HEN you get behind Barrett Shingles and pro- 

mote them, you are really putting the power of 
the Barrett name behind your own business and repu- 
tation! First, because architects, builders and home- 
owners are conscious of the fact that Barrett is ‘the 
greatest name in roofing” and have confidence in you 
when you recommend Barrett Shingles. Second be- 
cause in price and quality Barrett Shingles give more 
roof for the money—in good looks, in trouble-free 
service and in long life. Third, because satisfied 
customers make good boosters—and Barrett Shingles 


Tere 





make both! SELL BARRETT...AND LET BARRETT HELP 
SELL YOU! 


Broad Shadow Shingles stretch roofing dollars! 


Here’s the fire-safe, cost-saving shingle that home- 
owners everywhere are asking for! It’s the shingle 
with the “built-in” shadow that gives roofs character 
even on dull days! Ideal for new houses and re- 
roofing jobs .. . Tell home-owners how to buy a 
genuine Barrett Roof on the monthly payment plan 
.».» AND WATCH YOUR SALES GROW! 
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THE BARRETT COMPANY, 40 Rector St., New York, N. ¥. 2800 So. Sacramento Ave., Chicago, Ill. Birmingham, Ala. 














from the Game, Fish and Oyster 
Commission of Texas. 

Tuesday’s session of the conven- 
tion swung to the implement dealer’s 
problems. George Buchanau, Tulia, 
Texas, spoke concerning plans of 
implement dealers in the Panhandle 
territory to carry out Panhandle 
Implement Week in connection with 
Hardware Open House. As prepara- 
tion for implement week, Mr. 
Buchanau urged the dealers to set 
their places in order; clean the dirt 
and grime off the old machines and 
make the implement business attrac- 
tive to attractive people. 

Clyde Tomlinson, Hillsboro, 
Texas, director, National Federation 
of Implement Dealers, spoke of the 
benefits members would derive from 
the proposed enlarged program of 
the national association. Espe- 
cially helpful would be the estab- 
lishing of a friendlier relationship 
between farmer, retailer, wholesaler, 
manufacturer and the government. 

D. H. Pace, manager, John Deere 
Plow Co., Kansas City, Mo., dis- 
cussed “The Implement Dealer’s 
Problem.” He named lack of suffi- 
cient capital and lack of experience 
as main drawbacks to successful 
business. Essentials of a successful 
business are good location, ample 
sample room space, warehouse space 
for carrying of sufficient stock, effi- 
cient repair department in full view, 
adequate bookkeeping that includes 
complete file of farmers in trade ter- 
ritory with implement needs of each 
and his ability to purchase and pay. 

Two prominent speakers appeared 
on the afternoon program. H. P. 
Howell, supervisor of employee 
training and dealer improvement, 
International Harvester Co., Chi- 
cago, Ill., in handling the subject, 
“One Man Sows and Another 
Reaps,” said “The major part of our 
task is the injection of the right kind 
of young man into our business.” 
As a yardstick to measure young 
men for work in the implement 
business, Mr. Howell listed four 
things, a farm background; a high 
school education (at least); good 
personality as shown by opinions of 
associates and place in life of school 
or community; desire to become a 
salesman. 

The last speaker, Dr. Thomas H. 
Taylor, Brownwood, Texas, presi- 
dent of Howard Payne College, and 
past-president Rotary International, 
spoke on “Building a Community.” 
Naming the family, the school, the 
community, the church as _ vital 
things to human welfare in America 
today, Mr. Taylor urged the assem- 


76 


bly to fit their community in every 
transaction. 

Following the program M. L. Pur- 
vines, Panhandle, Texas, was 
elected president, succeeding Mr. 
Yates, who now takes the place of 
W. E. Smith, Carlsbad, N. M., on 
the advisory board. W. H. Spauld- 
ing, Clovis, N. M., was elevated 
from a director to vice-president. 
C. L. Thompson, Canyon, Texas, 
was re-elected secretary-treasurer. 


Serving with Mr. Yates as an ad- 
visory board are past presidents 
J. A. Blackwell, Friona, Texas, and 
R. F. Douglas, Shamrock, Texas. 
A. S. Meinecke, Lubbock, Texas. 
was elected a director. Other direc- 
tors are P. R. Rosson, Hereford, 
Texas; George Buchanau, Tulia. 
Texas; L. C. Harp, Matador, Texas; 
Paul Wilmot, Roswell, N. M., and 


Ernest Lee. Wheeler Texas. 


Oklahoma Convention 


(Continued from page 67) 


supervisor, Oklahoma Natural Gas 
Co., pointed out that markets are 
not figures but people who have 
bought from you or who are going 
to do so. Miss Clark told of a sur- 
vey among 5,000 women in many 
parts of the United States who were 
asked about their preferences as to 
gas cooking equipment. Eighty-nine 
per cent indicated they still liked 
cooking but only 19 per cent of 
them said they had seen modern 
gas ranges. Forty-nine per cent 
wanted automatic burners and 43 
per cent said that the appearance 
of the range was of impor- 
tance. Forty per cent of the ladies 
expressed the desire for a unit easy 
to keep clean. Other requests were: 
heat indicators—38 per cent; oven 
regulators— 35 per cent; simmer 
burners—32 per cent; economy of 
operation—27 per cent; oven broil- 
ing—27 per cent; fast oven—22 per 
cent and fast broiling—20 per cent. 
Women are not price conscious but 
they are bargain conscious and want 
to know what a range will do for 
them. She urged selling leisure, con- 
venience, health, modernity, beauty 
and good food. Talk convenience, 
not gadgets, she urged. Tell them, 
sell them and show them. 

F. R. Murphy, Foss, retiring pres- 
ident was succeeded by Luke R. 
Duff, Lawton. E. P. Hall, Durant, 
is first vice-president and C. E. 
Weber, Tahlequah, is second vice- 
president. Charles F. Nelson, Okla- 
homa City, continues as secretary- 
treasurer. Directors are: W. W. 
Hickman, Ponca City; B. F. Har- 
rover, Alva.; C. A. Fahnestock, Ok- 
mulgee; R. R. Smith, Wakita; C. S. 
Springer, McAlester, and J. E. West, 
Anadarko. 

At the final session resolutions 
were passed endorsing legisiation 
prohibiting the sale of any mer- 
chandise below cost, thanking the 
N.R.H.A. for its services and extend- 
ing appreciation to the Oklahoma 
City Chamber of Commerce and the 


Junior Division of that organization 
for helping entertain the convention. 

The association’s annual banquet, 
entertainment, bridge party and 
dance, sponsored by the Hardware 
and Implement Group of the Whole- 
salers and Manufacturers Division. 
Oklahoma City Chamber of Com- 
merce, held Thursday evening, was 
well attended. R. E. Jaquier, Inter- 
national Harvester Co., was banquet 
chairman. E. W. Smartt, chairman 
of the State Board of Public Affairs 
of Oklahoma, spoke on “Industrializ- 
ing Oklahoma,” stating that some 
people had, in recent years, resorted 
to government agencies to provide 
security. In the past decade the 
gross income of Oklahoma industry 
has shrunk 40 per cent. There is 
need, he declared, for a state-wide 
analysis of resources to find means 
of obtaining greater industrial devel- 
opment in the state, making use of 
more of the state’s natural resources. 


Indiana Convention 
(Continued from page 69) 





affirmation of the previous opposi- 
tion to Federal aid in extending 
privileges to cooperatives, consumer 
groups and similar organizations. 

Paul Ulrich of the Nick Kerz 
Company, Indianapolis, was elected 
president of the association for the 
coming year and Homer Hipskind 
of Wabash was elevated to the vice- 
president’s chair. Directors selected 
to serve were Jesse McCoy, Clover- 
dale, as chairman; Charles Link, 
Rockport, and Roy Hunter, Ver- 
sailles. Carl A. Miller of Kendall- 
ville, the retiring president, was 
placed on the advisory board to- 
gether with Robert B. Kelly of 
Winamac. 

By way of entertainment the mem- 
bers were treated to two dances and 
a floor show during the evenings 
between the three-day convention 
and the ladies found diversion in a 
theater party and bridge. 
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MAKE YOUR 
STORE 






HE whole nation has gone “hobby-minded” and 
the biggest opportunity of the year is to make your 
store the focal centre for this rapidly growing, highly 
profitable business. 
For arousing interest, centering attention on your 
pO a store and increasing store traffic, the MEGOW 
display now ready! MODEL AIRPLANE CONTEST is unexcelled. It is fas- 
cinating to young and old alike... witness the crowds 
before any good model airplane window display! 
Under the new plan, these Contests will be con- 
ducted by Megow Dealers. In ‘addition to the many 
prizes which they will issue, there will be sensational 
PRIZE TRIPS TO THE NATIONAL MODEL AIRPLANE 
AT CHICAGO ...and many CASH PRIZES 


. . for the winners ! 






















These NEW WAR 


MODELS for your 25 
next Special at 
Models that are in the 


news! The famous 


HAWKER HURRICANE 
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Pursuit Plane now be- 
ing so effectively used 
by the British; the 
CURTISS PURSUIT, 
strong favorite with the 
French; the famous 
BELL PURSUIT —and 
the RYAN STM Military 
Trainer! 24-inch wing- 
span. Full color insig- 
nia sheets. Motor Hum 
Device, etc. 













Megow Contest Kits have been worked out by 
thoroughly experienced contest managers, and every 
ppssible aid is given in sponsoring and conducting 
cpntests at very little cost. Each contains entry blanks, 
displays, model kits for prizes ... all neatly pack- 
Aged in special cartons and costing only a fraction 
of actual value. 


Write today for full information. 


4 MG Howard & Oxford Sis., Phila., Pa. 
ME W 5 217 N. Desplaines St., Chicago, Ill. 
718 Mission St.,San Francisco, Cal. 















SEE THE MEGOW EXHIBIT AT THE NEW YORK TOY FAIR 


HOTEL McALPIN, 


ROOMS 304-6, APRIL 8th to 20th 












and Manufacturers 


Salesmen 





Vews of Retailers, Jobbers, 
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CALLAHAN HEADS REMINGTON CUTLERY SALES 
WORKS AND PRODUCTION MGRS. APPOINTED 


Joseph J. Callahan has been ap 
pointed cutlery sales manager of 
the Remington Arms Co., Bridge- 
port, Conn. C. M. Green, works 





JOSEPH J. CALLAHAN 


manager of the Remington [lion 
plant has been appointed produc 
tion Remington 
plants in this country. G. O. Clif 


manager of all 


ford succeeds Mr. Green as works 
manager of the Ilion plant. 
Mr. Callahan was formerly as 
sistant cutlery sales manager. He 
joined the cutlery dvision when 
only pocket knives were manufac- 
after 
was 


tured. For several years 
joining the organization he 
affiliated with the manufacturing 


department and for the past 10 





G. 0. CLIFFORD 


years with cutlery merchandising 
and selling. 

Mr. Green will be in charge of 
production and purchasing of the 


Remington, Ilion and _ Bridge- 
port plants, the Peters Cartridge 
Division at Kings Mills, Ohio, 


and the Chamberlain Target and 
Trap Works at Findlay, Ohio. 


From 1921-1933, Mr. Green 
was affliated with the Peters 
Cartridge Company in the ca- 


pacities of service superintendent, 
purchasing agent and 
works manager. In 1934-35 he 
was works manager of the Peters 
1936, he 


general 


Cartridge Division. In 





C. M. GREEN 


was named managing director of 
Companhia Brasileira de Cartu- 
chos which Remington helped or- 


| ganize in that year at Sao Paulo, 


Brazil. 

Returning South Amer- 
ica, Mr. Green was appointed as- 
sistant works manager of the 
Remington Arms Company at 
Ilion in 1937 and in 1939 was ad- 
vanced to the position of works 


from 


manager. 

Mr. Clifford 
the president of Fayette’ R. 
Plumb, Inc., Philadelphia, Pa., 
and secretary-treasurer and 
director of sales for Plumb and 
of the Delta file works. 
also affiliated with the Goodrich 
Tire & Rubber Co., Akron, Ohio, 


was assistant to 


was 


that he was for 12 years with the 
Evansville Tool Works, Evans- 
ville, Ind., as factory superinten- 
dent, factory manager, vice-pres- 
ident and president and general 
manager until the business 
sold to the American Fork & Hoe 
Co., Cleveland, Ohio. 


was 


H. A. BUMBY HEADS 

BARLOW & SEELIG 
The officers and directors of the 
Barlow & Seelig Mfg. Co., Ripon. 
Wisconsin, manufacturer of 
“Speed Queen” washers and iron- 
ers, announced the 
H. A. Bumby as president of the 
company to succeed R. I. Petrie. 
Mr. Bumby has been associated 
with the Barlow & Seelig Mfg. 


election of 


Co. since 1927 and for the past | 
| out of Salt Lake City, Utah, for 


several years has held the posi- 
tion of director, treasurer, and 
vice-president of the firm. W. A. 
Royce to the trea- 
surer’s post. 
as comptroller. R. C. Labisky, 
for several years in many execu- 
ap- 


was elected 


been 
pointed assistant to the 
dent of the company. 
Ryder will continue in the capac- 
ity of general sales manager. 


tive capacities, has 


TIMKEN MAKES CHANGES 
IN SERVICE-SALES DIV. 


The Timken Roller 
Co.. 


Bearing 


eral major changes in its service- | 


sales division as the result of 
the unfortunate illness of J. W. 
Berriman necessitating an indefi- 
nite leave of absence. Mr. Berri- 
man has been manager of the 
company’s New York branch for 
the past years prior to 
which time he was located in De- 
troit, Mich. His position is now 


seven 


He will also serve | 


presi- | 


L. W. | 


Canton, Ohio, announces sev- | 


filled by H. C. Sauer transferred | 
| Gale. 


from Chicago where he has been 
for the past nine years in a man- 
agerial capacity. 

a» 


past 10 years has been manager 


| of the company’s Kansas City 


He was | 


working in the tire design and | 


development section. Following 


branch has been transferred to 
Chicago. F. A. Weisenberger as- 
sumes the managerial responsi- 
bilities of the Kansas City 
branch, being promoted from the 
Pittsburgh sales force. 


Halderman who for the 


| the 





FREDERICK JOHNSON 


FREDERICK JOHNSON CO. 
MOVES TO SEATTLE 
The Frederick 


manufacturers’ agent, 


Johnson Co., 
operating 


several years, is now making its 
headquarters in the Terminal 
Sales Bldg., Seattle, Wash. The 
company’s territory now is com- 
prised of Colorado and north to 
the Canadian line and west to 
except Nevada 


coast, and 


California. 


NELSON JOINS GALE 
SALES DEPARTMENT 


L. H. D. Baker, sales manager 
of Gale Products, Galesburg, IIl.. 
has announced the appointment 
of Richard G. Nelson to the Gale 
refrigerator sales department. 

Mr. Nelson has held positions 
as domestic sales manager, util- 
ity division, for Universal Cooler, 
district manager and _ assistant 
sales manager for Leonard, and 
has been in the manufacturing 
and engineering divisions of the 
business with Frigidaire and 
Westinghouse respectively. He 
will be engaged in special sales 
promotion work in the field for 


THIERY REPRESENTS 
SOSS IN SOUTH 


The Soss Mfg. Co., Roselle, 
N. J., manufacturer of the Soss 
invisible hinge has appointed 
Jared A. Thiery, 4219 S. Carroll- 
ton Ave., New Orleans, La., as 
its representative in Louisiana, 
Mississippi, and Arkansas. 
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JONES & LAUGHLIN APPOINTS NEW 
DISTRICT SALES MANAGERS 


Changes involving its district | New York. Since March, 1938, 
sales offices in New York, Phila- | he has been district sales man- 
delphia, and the Pacific Coast are | ager in Philadelphia. Mr. De- 
Wolf has been in the steel busi- 
ness since 1918, having started 
with Liberty Steel Co. which was 
subsequently merged into Repub 
lic Iron & Steel Corp. He was 
district sales manager in Phila- 
delphia for Republic from 1930 
to 1936, when he was made assis- 


announced effective February 1, 


tant sales manager of tin plate 
sales at Cleveland, Ohio, which 
position he held until joining 
Jones & Laughlin. 

Herbert B. Spackman has been 
appointed district sales manager 





W. K. BREEZE 


1940, by Jones & Laughlin Steel 
Corp., Pittsburgh, Pa. 

William K. Breeze has been ap- 
pointed Pacific manager 
with supervision over the district 
offices at Los Angeles, San Fran- 
cisco, and Seattle. He will make 
his headquarters in Los Angeles. 
Since March, 1938, he has been 
district manager in New 
York, and has been in the steel 
business February, 1929, | 
when he started in the company’s 


Coast 





sales 


H. B. SPACKMAN 


since 


Cincinnati district office. 
John B. DeWolf has been ap- 


pointed district sales manager in 


in Philadelphia. Since 
1938, he has been assistant dis- 
trict sales manager in Philadel 
phia, and has been in the steel 
business since 1923, when he 
| started with the Bethlehem Steel 
Co. and served in various sales 
capacities in Bethlehem, Buffalo, 
and Philadelphia, before coming 
to Jones & Laughlin. 


NEW APPOINTMENTS OF 
TIMKEN ROLLER BEARING 
The Timken Roller Bearing | 
Co., Canton, Ohio, has appointed 
M. H. Kuhl assistant manager of 
the Industrial Division. This po- | 
sition was formerly held by S. D. 
Partridge, who was made man- 
| ager of the industrial division 
recently. Mr. Kuhl joined the 
company in 1926 and has been 





J. B. DeWOLF 





1940 


March, | 


| for a five-week period during Oc- 


| and 


active in the sales department of 
the industrial division since that 
time as sales engineer and dis- 
trict manager. 

P. J. Reeves, 11 years with the 
Timken company has been trans- 
ferred to the home office to en- 
gage in special sales work. 
Reeves’ former position as man- 
ager of the Los Angeles office is 
being filled by S. T. Salvage, 
promoted from the 
sales engineering ranks. Mr. Sal- 
vage has been with the Timken 
company seven years. 


HENRY MOORE, JR., HEADS 
BUHRMAN-PHARR CO. 


At a meeting of the 
board of directors of the Buhr 
man-Pharr Hardware Co., Texar- 
kana, Texas, Henry Moore, Jr., 
was elected president. Mrs. F. E. 
Pharr is vice-president and Karl 


recent 


Davis is secretary-treasurer. 
G. Cox is general manager. 


JOESAM CO. REPRESENTS 
F. E. SCHUMACHER CO. 
E. M. Joesam 208 Pur 

chase St., Boston, Mass., has been 


Co., 


Mr. | 


company s | 


Ben | 


SPIEGEL BROS. OPEN 
EXPORT DEPARTMENT 

Spiegel Brothers Corp., New 

York City, has opened an export 

| department under the direction of 

| M. Rubenstein. As export man- 

| ager, Mr. Rubenstein, would ap- 





M. RUBENSTEIN 


| preciate hearing from manufac- 


| turers 


interested in distributing 


: : , 
| their products in the Latin Amer- 
| ican countries. 


appointed representative in New | 


England for The F. E. Schu- | 
macher Co., Hartville, Ohio. The 
Joesam company will carry a 


complete stock of window screens, 


screen doors, K.D. frames and 


ventilators. 


QUAKER CITY RUBBER CO. 
CHANGES FIRM NAME 
The name of the Quaker City 
Rubber Co., Philadelphia, Pa., 
has been changed to Quaker Rub 


her Corp. 
| 


Pittsburgh Hardware Dealers Increase 
Their Range Sales 75 Per Cent 


At a recent meeting of the 
Pittsburgh Retail Hardware As- 
sociation Louis F. Demmler, di- 
rector of the gas appliance pro- 
motion division, summarized the 
results of a highly successful gas 
range campaign which had been 
conducted in the Pittsburgh area | 


tober and November, 1939. Dur- 
ing this campaign $350,000 worth 
of gas ranges were sold; 475 | 
hardware, appliance, furniture 
department stores _partici- 
The figure of $350,000 


pated. 


does not include the sale of the | 


major department stores. 
The 97 hardware dealers who | 


joined in the campaign showed | 
an increase of 75.8 per cent over | 


gas range sales made during the 
same period of 1938. 

In closing Mr. 
summed up the reasons why gas 


Demmler 


ranges fit so well into hardware 
merchandise. 
1—-Salability 
wide public acceptance, modern 
features, the wholehearted back 
ing of the gas industry; 2—a 
good discount; 3—a high profit 
gas ranges are profitable because 
very little installation, 
service and other expense to be 
borne by the dealer; 4—easy in- 
stallation; 5—minimum 
In this connection Mr. Demmler 
cited the support which 
the local gas offer 
dealers, and 6 


gas ranges have 


there is 


service. 


service 
companies 
good will. 











WM. SCHOLLHOBN CO. APPOINTS 
NEW DISTRICT SALES MGRS. 


Roland McCune and John B. 
Merifield of McCune-Merifield 
Co., well known throughout the 





R. E. McCUNE 


West Coast and Mountain states, 
have been appointed district sales 
managers by The Wm. Scholl 
horn Co., New Haven, Conn. 

Mr. McCune is district sales 
manager covering 
Nevada, Utah, Colorado, Arizona, 
New Mexico, El Paso, Texas, and 
Hawaii with his office at 344 Sac 


GREGGORY GETS DENNISON 
DISPLAY MATERIALS LINE 
Greggory, Inc., 10 East Kinzie 

Street, Chicago, Ill., has taken 

over the spring and summer dis 

play materials line of the Den 
nison Mfg. Co., with the excep 
tion of crepe paper. The company 
has also purchased and installed 

a 6-ton automatic laminating ma- 

chine capable of producing as 

many as 1200 laminated panels 
per hour. 

Greggory’s 1940 
summer booklet contains the com 
bined Greggory and Dennison 
lines and shows several display 
ideas for store windows and in- 
terior. A copy of this 24-page 
brochure will be sent to all in- 
displaymen and met- 
chants on request. 


spring and 


terested 


AMERICAN STEEL & WIRE'S 
DISTRICT CHANGES 


T. M. Camerden, formerly as- 
sistant manager of manufactur- 


ers’ sales in the New York City 
office of American Steel & Wire 
Co., Cleveland, Ohio, subsidiary | 


of U. S. Steel Corp., has been 
promoted to assistant manager of 
sales in the Detroit office. Mr. 
Camerden has been with the wire 
company in the New York office 
since 1909, when he started as an 


80 


California, | 





ramento Street, San Francisco, 
Cal. Mr. Merifield is district 


Washington, Idaho, Montana, 
Wyoming, Alaska, British Colum- 
bia and Alberta with headquar- 
ters at 1117-2nd Avenue, Suite 
303 in Seattle, Wash. Both have 
been selling Bernard pliers, 





J. B. MERIFIELD 


punches, nippers and pruners 
made by The Wm. Schollhorn 


| Company for several years. 


office boy. He has worked his way 
through a number of positions 
until his present transfer to De- 
troit. 

His place in New York will be 
taken by F. T. Clarke, who has 


| ufacturer’s agents. 


Worcester will be John J. Gillis 
| who has been a salesman in the 
Boston office. Mr. Gillis, after 
considerable experience in the 
fence and wire business, started 


: | with the company as a salesman 
sales manager covering Oregon, , 


in 1914. 


GARDEN HOSE SPRAY CO. 
MARKETING COUNSEL 


The Garden Hose Spray Co., 89 
Broadway, Cambridge, Mass., has 
appointed The Federated Sales 
Service, Inc., 729 Boylston St., 
Boston, Mass., to organize a na- 
tional sales organization of man- 
The company 
makes a garden hose sprayer and 


| cartridge and is now putting out 


a similar item for the automotive | 


field. Manufacturer’s agents in- 


terested in this sales franchise | 


should communicate with The 
Federated Sales Service. 


WESTCHESTER, N. Y., ASSN. | 


ELECTS 1940 OFFICERS 


At the recent regular monthly 
dinner-meeting of the Westches- 
ter County Hardware 
Association the following officers 
were elected: President, Charles 


L. Tiffin, Walter Baxter Hdwe., 


Mamaroneck, N. Y.; vice-presi- 
| dent, Edward Vetter, W. L. Vet- 


been manager of sales for the | 
company at Worcester, Mass. Mr. 


Clarke joined the company in 
Boston in 1921 and after consid- 
erable experience in the ware- 
house division was made a sales 
man in 1930. 

The new manager of sales at 


ter Hdwe., New Rochelle, N. Y.; 
secretary, B. H. Adler, Dobbs 
Ferry, N. Y., and treasurer, S. 
L. Riley, 3 Ferncliff Rd., Scars- 
dale, N. Y. 

Regular routine business as 
well as reports of standing com- 
mittees were given at the meeting 
and business conditions and out- 
look of business for the coming 
year were discussed. Representa- 
tives of three fertilizer manufac- 
turers explained the merits of 
theif products and the changes in 
the manufacture and selling poli- 


| cies for the coming year. 


Dealers | 


OFFICERS ELECTED FOR 
| HARRINGTON & RICHARDSON 


| At the recent annual stock- 
holders’ meeting of the Harring 
ton & Richardson Arms Co., 
Worcester, Mass., the following 
officers and directors were 
elected: president and treasurer. 


Joseph P. Carney; secretary, 
| Henry C. Walsh; directors, 
Messrs. Carney, Walsh and T. L. 
Loose. 


This is the final reorganization 
step for this 69-year-old arms 
company which was established 
in 1871 and incorporated in 
1888. The reorganized company 
is amply financed and already in 
production on its new 1940 lines, 
according to Mr. Carney, the new 
| president and treasurer who is 
well known in New England 
business circles as a successful 
manufacturer and banker. He is 
also president of the Gardner 
Trust Co., Gardner, Mass., and 
was formerly president of the 
| Florence Stove Co. 

Mr. Walsh is an attorney-at 
law of Worcester. Mr. Loose 
has been associated with the com- 
pany for over a year as general 
manager. He was formerly gen- 
| eral superintendent of the Indian 

Motorcycle Co., Springfield. 
| Mass., and superintendent of the 

Wico Electric Co., West Spring- 
field. 


SCHROEDER & TREMAYNE 
WILL DISTRIBUTE 
CELLULOSE SPONGE 

Schroeder & Tremayne, Inc.. 
1711 Delmar Blvd., St. Louis. 
Mo., has been appointed nation- 
| wide distributor for the new Du 
Pont Cellulose sponge. The com- 
pany maintains complete ware- 
| house stocks in St. Louis, New 
| York, Chicago, and San Fran- 
serves its Canadian 
from its branch in 


| cisco and 
customers 


Montreal. 


SCHICK DRY SHAVER SALES MEETING 





Part of the crowd at a dinner given by Schick Dry Shaver, Inc., Stamford, Conn., to its eastern 
salesmen at the Hotel Lexington, New York, during a two-day sales and advertising meeting, 


Jan. 12-13. 


Speakers Ralph J. Cordiner, president, Kenneth C. Gifford, general sales manager, 


and Roy W. Johnson, director of advertising and sales promotion, discussed the company’s new 
merchandising and advertising campaigns for the first quarter of 1940. 
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(BRIGGS & STRATTON | 





HE familiar “diamond” trade-mark on the 

many models of Briggs & Stratton gasoline 

motors is known to the millions of farm people. 

Farmers know that by an overwhelming ma- 

jority more manufacturers specify Briggs & 

Stratton motors than any other kind — con- 

a a belos bolo Mbp ol-yelor- MMe) Mm tel-)tame(-)ol-yelol-Voyt bth am -lore) ot 

coll y omy, easy starting, simple and trouble-free day- 

ote nro after-day performance, under all conditions. 


why - 

S B WN Farmers know, too, that they have the protec- 
oe 90 s 19 Lo) o ME: bo Lo MB of- Tod | bole Mie) ME- WEB ¢-1-) ove) ol -)00)(- FEB C Lol Co) o 
ae? se supervised nation-wide service organization. 
/ BHI These are some of the outstanding reasons 

: why you'll find it’s easier to sell equip 

ment powered by Briggs & Stratton — 
and why it stays sold. 
BRIGGS & STRATTON CORP. 
MILWAUKEE, WISCONSIN, U.S. A. 


Full Range of Sizes 
la to 5 HP for every 
application. 


FEBRUARY 22, 1940 











The Orange Blossom Special, a deluxe Diesel-powered train 


which 


will carry hardware men to the convention, 


April 8-11. 


HARDWARE TRAIN TO WEST PALM BEACH 
FOR JOBBERS-MFRS. CONVENTION 


The Orange Blossom Special 
and the Florida Sunbeam, two 
crack Florida trains of the Sea- 
board Railway will carry special 


convention cars sponsored — by 
Harpware Ace for the con- 
venience of hardware men and 


their families who plan to attend 
the southern convention, April 
8-11, 1940, at West Palm Beach, 
Fla. 
anniversary 
Southern Hardware Jobbers As 
sociation and the 80th 
nual convention of the 
Hardware Manufacturers’ 
ciation. 

Plans are being made for two 
separate days of departure—Fri- 
day, April 5, and Saturday, April 
6, with Saturday, 
April 6, and April 7. 
Below is a complete time and rate 
for ac 


This year marks the golden 
convention of the 
semi-an 
American 


Asco- 


arrivals on 


Sunday, 


Reservations 
commodations may be made 
through Harpware Ace, 239 W. 
39th St.. New York City: 1012 
Otis Bldg., Chicago: 1836 Euclid 
Ave., Cleveland, Ohio, as well as 
through the 
Seaboard local 
ticket 
ute delays it 


schedule. 


representatives of 
Railway or your 
agent. To avoid last-min 
is well to 
for tentative return reservations. 
TIME 


ORANGB BLOSSOM 
FE. ASTERN 


TABLE 


SPECIAL FROM 
CITIES 
(Via sleeping cars) 
Schedule 


N.Y.N.H.&H 


through 
Daily 
8:20 a.m. Lv. Boston, 


arrange | 


3 
3 








5 p.m 


FLORIDA 


Cc 


thr 
D 


Via 


11:45 p.m. Lv. Chicago, 
:20 a.m. Lv. Indianapolis, 


:40 a.m. I 


See 
a 
= 
3 
s 


wv. Newark, F 


p.m. I 
p.m. Lv. Phila., 
30th St., 


52 p.m. Ar. W. Pa 


SUNBE 
ENTRAL 


ough 
aily 


Lv. Wilmington 
. Lv. Baltimore, 
-m. Ar. Washington, 
Lv. Washington, 


Im 


AM 


sleeping 
Schedule 
Big 


55 a.m. Ar. Cincinnati 
:45 p.m. Lv. Detroit, 


>.R.R. 


P.R.R. 


Beach, 


P.R.R. 
P.R.R. 


P.R.R 
R.F.&P. 


Seaboard 


FROM 


West 


Four 


Biz 


ears) 


Four 
Big Fi 


mur 


Michigan Central 


sv. Toledo, 


Bi 


. Ar. Cincinnati, 
. Ly. Cleveland, 
:50 a.m. Lv. Columbus, 
3:50 a.m. Ar. Cincinnati, 


« Four 


Big 
Big Fo 


Four 


Bie Four 


Big 


Four 


8:15 a.m. Lv. Cincinnati, Southern 


$:38 a.m. Ar. W. 


RAT 


RAILROAD FARES 


From 


Ma 


Poston, 


New York. N. Y. 3 


Philadelphia 
Wilmington 
Baltimore 

Washington 


From 


Chicago 


Indianapolis 


Detroit 
Toledo 


Cleveland 


1:20 p.m. Lv. New York, P.R.R. Cincinnati 
ONE-WAY 

Sec- 

Lower Upper tion 

FROM: Berth Berth For 1 
Boston, Mass. $11.85 $9.00 $15.80 
New York, N. Y. 10.00 7.60 13.35 
Philadelphia, Pa. 9.20 7.00 12.30 
Wilmington, Del. 8.95 6.80 11.95 
Baltimore, Md. ....... 8.70 6.60 11.60 
Washington, D. C. 8.15 6.20 10.90 
Chicago, Tl. ... 10.50 8.00 14.00 
Indianapolis, Ind. 9.20 7.00 12.30 
Detroit, Mich. 10.80 8.20 14.40 
Toledo, Ohio 10.25 7.80 13.70 
Cleveland, Ohio 10.80 8.20 14.40 
Cincinnati, Ohio 8.70 6.60 11.60 


Palm 


Beach. 


Seaboard 


KE SCHEDULE 


TO 
BEACH 
FIRST CLA 
One 
Way 


ss.. .$47.25 


One 

Way 

$41.10 
36.25 
41.40 
39.70 
41.20 
33.15 


PULLM 


Bed- 
room 
For 1 
$21.30 
18.00 
16.55 
16.10 
15.60 
14.65 
18.90 
16.55 
19.40 
18.45 
19.40 
15.60 





Ww 


ss 


R 


AN 


EST 


t0-Dau 
Round Ti 





0-Day 


PALM 


DEVOE HOLDS SALES MEETINGS; 
STORE DIVISION HEAD NAMED 


meetings were 


by 


Annual sales 


staged recently 


Chicago. 
the Hotel 
tended by 


New York, 


New Yorker .was at- 
the Buffalo, Boston, 

Mid-Atlantic, New 
Jersey and Atlanta divisions, 
while the western” meeting 
brought together at the Sherman 
Hotel the St. Paul, Kansas City, 
Dallas, Chicago and Detroit dele 
gations. 

At each point sessions lasting 
two days were addressed by E. S. 
Phillips, president, and by other 
officials of the company including 
William C. Dabney of the Jones- 
At both meetings 
merchandising 
by Ivor 


Dabney unit. 
and 
presented 


advertising 
plans were 
Kenway, advertising manager, and 
1940 plans for their divisions 
were outlined by Mohr- 


Arthur 





E. S. PHILLIPS 


husen and George Merwin of the 
brush and painter's departments, 
espectively. 

\ high point at the meetings 
was an address by W. H. Math- 
chairman, general 
Remington 


ews formerly 


sales committee of 









ound Trip | Rand who recently took up new 
eg duties as vice-president and direc- 
55.8 
6A.55 tor of trade sales of the Devoe 
pre and associated companies. 
49.75 Announcement was also made 
RATES 

Bed- Compart- Compart- Drawing Dr. Rm. 

room ment ment Room for 2 or 

For 2 For 1 For 2 For 1 More 

$23.65 *$23.65 $43.10 

19.95 *19.95 35 95 

18.40 *18.40 25.75 #23.10 

17.85 *17.85 25.20 422.35 

17.35 *17.35 24.70 #21.80 

16.30 *16.30 23.10 +20.50 

21.00 *21.00 29.40 426.25 

18.40 *18.40 25.75 +23.10 

21.55 *21.55 30.45 427.05 

20.50 *20.50 28.90 +25.75 

21.55 21.55 30.45 +27.05 

17.35 *17.35 24.70 21.86 





*One-tenth railroad fares up to Washington or Cincinnati and one and one-half fares beyond. 


+One and one-quarter railroad fares up to Washington or Cincinnati and two fares beyond. 
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Devoe & | 
Raynolds Co. in New York and | 
The eastern meeting at | 


by President Phillips of the ap 
pointment of Renshaw Smith, 
Jr., formerly vice-president of the 
Wadsworth-Howland Co., to head 
a newly formed stores. di 
vision. Mr. Smith who, in addi- 
tion, is a director of the parent 
company will be assisted in his 
new duties by F. H. Appleton 
formerly in charge of retail stores 
in New England. 


REPRESENTATIVES FOR 

PROCTOR ELECTRIC CO. 

Proctor Electric Co., Philadel 
phia, Pa., has announced the 
addition of the following to their 
list of representatives: 

William M. O’Brien, 1766 Ly 
sander St., Detroit, Mich., for 
the Detroit territory; Chas. A. 
Drake, c/o Y. M. C. A., 220 Pros 
Ave., Cleveland, Ohio, for 
the Cleveland territory; Robert 
Howard Dewalt, 627 Griffin St., 
Mt. Washington,*Pittsburgh, Pa.. 
for the Pittsburgh territery. John 
Watson Donovan, 145 Hart Lane, 


pect 


Springfield, Delaware Co., Pa., 
for the Philadelphia territory. 


and Howard H. Butts, 5760 De 


| Giverville St. St. Louis, Mo., for 
| the St. Louis territory. 


HARDWARE SQUARE CLUB 
PLANS SHORE DINNER 


The Hardware Square Club 
will hold its twelfth anrual stag 
shore dinner and entertainment. 
Thursday evening, May 2, in the 
ball room of the Hotel 
New York City. Tickets 


grand 
Astor. 


| are $5.00 each and available from 


chaiitman Ralnh S. Allen, Dia 
mond Expansion Bolt Co.. 48 
Wet Breadway. New York City. 


TEXAS ASSN. MOVES 
HEADQUARTERS 


J. D. Martin, Jr., 
treasurer of the Texas Hardware 
& Implement Association, has an- 
nounced the removal of the asso- 
ciation’s offices from College Sta- 
tion, Tex., to P. O. Box 1193, 
Bryan, that state. 


secretary- 


FIRM OFFERS APPLIANCE 
SERVICE AND PARTS 

The National Appliance Service 

& Parts Co., 361 Jay St., Brook 

lyn, N. Y., has established a stock 

of household electrical appliance 


parts and a service station for 
dealers in Brooklyn and Long 
Island. The firm will also make 


appliance repairs for dealers. 


HARDWARE AGE 
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BUDGET PARING MAY DELAY PASSAGE 
OF STREAM POLLUTION CONTROL BILL 


Bureau 
AGE) 


( Washington 
of HARDWARE 
The Barkley-Vinson stream pol- 
lution control bill, which was 
generally expected to be 
early in the present Congressional 


passed 


session, may be stripped of its 
grant-in-aid provisions and have 
its passage delayed by several 
months as a result White 
House move to keep Federal ex- 
the bounds 


of a 


penditures within 
fixed by the budget. 

Chairman Joseph J. Mansfield, 
of the House Rivers and Harbors 
Committee, was called, together 
with other legislative and depart 
mental representatives, the 
White House on Jan. 25, at which 
time President Roosevelt sug- 
gested that provision for Federal 
grants to governmental subdivi- 
sions for stream purification proj- 
ects be eliminated from the mea- 
sure and substituted by a system 
of 100 per cent RFC loans at 2% 
to 3 per cent interest. 

Mr. Roosevelt’s recommenda- 
tions were understood to have 
been prompted by a desire to as 


sure passage of the stream pollu 
legislation without 
budget 
already 


tion control 
exceeding present 
mates. The RFC 
authority to lend money for vari 
purposes, which could 
clude projects to eliminate stream 


esti 
has 
ous in 
pollution, but its interest rates, 
while variable, have not been at 
the low rate suggested the 
White House pollution 
conference. 


at 
stream 
Assuming that gov 
ernmental subdivisions would be 
interested in the RFC loans, Mr. 
Roosevelt could keep his fingers 
on the distribution of funds and 
vet the money would be free of 
budget restrictions 

The Barkley-Vinson bill as ap- 
proved by the House Rivers and 
session 


Harbors Committee last 
contemplated two steps: 
launch a comprehensive study of 
the problem of pollution of navi- 
waters from a_ national 
viewpoint to 
should be done and the order of 
(2) to embark 


on a Federal plan to aid munici- 


gable 


determine what 


procedure; and 


palities, states, and governmen- 


tal divisions, and industries to 


relieve the cause of stream pollu- | 


thon, 


A division of the Public Health 


Service would be empowered to | 


make recommendations to the 
Surgeon General and to classify 
the navigable waters into sanitary 


water districts. 


divisions discharging untreated or | 


inadequately treated sewage or 
waste into navigable waters would 
be eligible for Federal aid in the 


84 


to | 


Governmental | 


form of grants-in-aid, or direct 
Treasury loans, or both, for the 
construction of necessary treat- 
ment works in accordance with 
plans approved by the respective 
state health authorities and the 
Surgeon General. Grants-in-aid 
would be limited to 33 1/3 per 
cent of the cost of labor, mate- 
rials and preparation of plans. 
The President would be author- 
ized to determine the terms and 
conditions of such grants or 
loans 


GALVANIZERS’ COMMITTEE 
MEETS, APRIL 11-12 

The Galvanizers 
sponsored by the American Zinc 
Institute, Inc., 60 E. 42nd St., 
New York City, will hold its an 
nual spring session at the Wil- 
liam Penn Hotel, Pittsburgh, Pa., 
April 11 and 12. Members of 
the governing board, including 
three new members recently 
elected Chairman, J. L. 
Schueler, Continental Steel Corp.; 
R. H. Dibble, 
Steel Corp.; c. 


Committee, 


are: 


Carnegie-Illinois 
K. Lytle, Ten- 
nessee Coal, lron & Railroad Co.; 
D. A. Russell, Youngstown Sheet 
& Tube Co.; J. J. Shuman, Jones 
& Laughlin Steel Corp.; C. H. 
| Steele, Steel Co. of Canada, Ltd., 
and F. G. White, Granite City 


Steel Co. 





L. B. WRIGHT 


Who has joined the sales staff 
of Syncro Devices, Inc., Detroit, 


Vich. 


MILL SUPPLY GROUP FORMS 
PUBLICITY COMMITTEE 
The 


chinery 


American Supply & Ma- 
Manufacturers Associa- 
tion, Ine., 1108 Clark Bldg., 
Pittsburgh, Pa., has announced 
the formation of a publicity com- 
mittee composed of the following: 
| chairman, James A. Channon, as- 
| sistant publisher and editor, Mill 
| Supplies; ‘Charles J. Heale, edi- 
tor, Harpware Acs, and Hartley 
| Barclay, editor, Mill & Factory. 
The committee will provide the 
| press with releases of informa- 
that the 
| industry. 


tion are of interest to 





IRWIN NAMED MGR. DULUTH 
BR., MARSHALL-WELLS CO. 


W. M. Irwin has been ap 
pointed general manager of the 
Duluth branch of Marshall 
Wells Co., Duluth, Minn. Mr. 
Irwin has been associated with 
the company for many years but 
has spent most of his time with 
Canadian branches and subsidi 
aries. Before coming to Duluth 
he was vice-president of Marshall 
Wells Co. Ltd., of Winnipeg, 
Manitoba, and also supervised 
| the operations of the company’s 

branches in Regina, and Saska 
toon, Saskatchewan. 

Mr. Irwin was also associated 
with the Wood Vallance Co., Cal 
gary, Alberta, a subsidiary of the 
Marshall-Wells Co., Ltd., from 
January, 1928, until his transfer 
to Winnipeg. He received his 
early training in the hardware 
field with the Miller-Morse Hdwe. 
Co., Ltd., Winnipeg, Manitoba, 
became manager of that company, 
serving in that capacity until it 
was taken over by the Marshall 


Wells Co. 





CALIF. STORE DESTROYED; 
CATALOGS NEEDED 


The store of The Pioneer Mc 
Cormick Saeltzer Co., Redding, 
Calif., was recently destroyed by 
fire. S. G. Nelson, manager of 

| the hardware requests 
manufacturers to send him cata 
| logs and price lists, 


section, 


SHELBY CYCLE CO. INTRODUCES 1940 MODEL 





Familiar to bicycle retailers throughout the country are, standing, left to right: Ralph Conner, 


Coast representative. 


chief, who keynoted the 1940 sales conference. 


mid-western representative of The Shelby Cycle Company, Shelby, Ohio; O. J. Oberwegner. 
northwestern and west central; Bert Evans, eastern; I. Johnson, southern; Jack Evans, Pacific 
The gentleman in uniform is Leroy E. Coffey, Shelby, Ohio, police 
Kneeling behind one of the new models is 


George L. Evans, manager of Shelby’s west coast factory and sales activities. 
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E line of less sales resistance and lower selling 
costs is Taylor. You will ring up more profit in 
this February-March cold weather thermometer sea- 


GET YOUR THERMOMETER. PROFITS 
FROM THIS ONE LINE... “Zauplor ! 


tories. Stock handling and store selling are simplified 
and less costly. Consider taking this‘step now while 
cold weather stimulates interest in thermometers:and 








son by concentrating on thisline—morecompletethan weather instruments. 


. . j 

ever before in Taylor history. Feature Taylor thermometers as a guide to greater 

In Taylor you can meet the needs of your customers _ health and comfort. Feature cooking thermometers 
for indoor, outdoor, cooking, and utility thermome- _ while roasting, baking, frying, candy-making are 
ters—at the prices they want to pay. For those who _ going on in homes everywhere. Display the complete 
want to forecast the weather you can sell the famous _ new Taylor line. Emphasize the Wee range of Taylor 
Taylor Stormoguides and Baroguides. prices and designs. Se@ your wholesaler about stocks 

That’s the sales end. But you profit in other ways. and plan to make miore profits from Taylor. Taylor 
When you concentrate on Taylor you deal with one Instrument Companies, Rochester, New York, and 
manufacturer. You can keep closer control of inven=""" Toronto, Canada. 


? 







*Prices slightly higher west of 
the Rockies and in Canada, 








2280F. Fisherman's 
Barometer. Tells ac- 
curately when fish 
will bite best. $5.00.* 











5316. Temprite Window 
Thermometer. Octago- 
nal design with mount- 
ing brackets. Each, 














5317. Window Ther- | 
mometer. Easily read, 
accurate. 7° long. 


Each, retail... ..50¢.* 









5127. Utility Wall Ther- 
mometer. Outdoor tem- 
perature range. Each, 




















5936. Roast Meat Ther- 
mometer. Gives better 
roasts. Each, retail $1.50.* 











5126—6’. Indoor Wall 
Thermometer. Satin- 
finished brass scale. 
Back in walnut, ivory, 
or natural. Each, retail 

$1.00.* 















5916. Candy & Jelly ‘her- 
mometer. Range approxi- 
mately 60° to 320° F. Clip 
on back for attaching to 
kettle Each, retail. $1.00.* 
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5152. Taylor Wall Ther- 
mometer Assortment on dis- 
play card. List price $1.50* 
package of six. 
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Here’s 4 reasons why it means 


MORE PROFITS TO YOU 


¥ PROTECTION—Rogers offers ‘ CE—Rogers offers you 


several special deals assuring 
you of full profits so you can 
compete with chain stores, 
group buyers, etc., by offering a 
superior product at the same price. 


you protection by exclusively 
selling through the hardware 
trade and not selling to chain 
stores, group buyers, or mail order 


houses. 
DEMAND ers sells for 
‘ QUALITY — Rogers Glue is i hesciac Bccmnaine Poneias 
made only from select fish skins Science, Home Craftsman, etc., 
insuring clarity and uniformity reaching over a mil- 
lion consumers 
- also produces greater monthly. 

strength (3800 pounds shearing 
strength per square inch). 






FREE— Phone or write 
your jobber for free 
-_ offers . . ask him 
or a free display unit— 
To ny | Rogers Glue 
“LET GLUEKY DOIT"’ is to sell Rogers Glue. 


















ROGERS - GLOUCESTER, MASS. 





This Range Measures Up 
—to YOUR Ideas of Profit 


Tio ©) 0) Mo l-Yor me) MOlUol IIA 


The New Allen 


“ PRINCESS “ 
Coal and Wood Range 





You will make a satis- 
factory “dollar” profit 
on this Range, be- 
cause it is priced 
right for the volume 
market. You will also 


This year marks the 70th an- 
niversary of the organization of | 
R. K. Carter & Co., 66 Reade St., | 
New York City. Since its found- 
ing in 1870 this pioneer organiza- 
tion of buyers has been conserva- | 
tively yet progressively managed, | 
rendering a service that has mer- | 
| ited the continuous patronage of 
|a large percentage of its clients 
| for periods upwards of 40 to 50 








years. 

The company has concentrated 
| its purchasing services in the 
| iron, steel, hardware and mill 
| supply trades, expanding its facil- 
| ities, as demand indicated the 
| need, to include closely allied 
| lines such as plumbing and heat- 
|ing supplies, chemicals, house- 
| wares, sporting goods, toys, elec- 
trical supplies, automotive acces- 
sories, radio, and photographic 
equipment. 

The principal offices of the 
company are maintained in New 
York City, with similar buying 
facilities in the branch office at 
Chicago, Ill. A personnel of ex- 











make a __§ satisfying 
“Good - will” profit 
because it is built 
right for long life and dependable service—cus- 





1939, in New York City. 


veteran workers. 





tomer satisfaction. 


Write today for information about Allen’s newest 
truly modern “Princess”, with familiar Allen 
Quality features. 


ALLEN MANUFACTURING COMPANY 
FOUNDED 1867 NASHVILLE, TENNESSEE 











of fourteen. He is now 83 years 
man of the blacksmith shop. 


R. K. Carter & Co. Observes 
70th Anniversary of the Firm 


perienced buyers and statistical 
experts look after the interests of 
Carter clients. 

Present officers of the company 


lare: Alfred C. Greening, presi- 


dent; William B. Paulscraft, 
vice-president; Charles K. Green- 
ing, treasurer; William P. Herr- 
mann, assistant treasurer; M. E. 
Beans, secretary. Key men in the 
organization are: Edwin M. Mc- 
Neil, manager of the Chicago 
office; T. D. Haubner, service 
sales manager in charge of nego- 
tiations with prospective clients 
and traveling representatives; 
R. H. Stettig, office manager; 
E. J. Rogers, in charge of the 
mill supply, plumbing and heat- 
ing departments; W. J. Guggen- 
heim in charge of the hardware 
department; N. B. Schomburg, 
handling principally housewares, 
toys, sporting goods and related 
lines; E. L. Reincke, electrical 
supplies and equipment, and C. 
L. Schreiner, automotive acces- 
sories, radio, photographic sup- 
plies and chemicals. 





William D. Disston (right) greets George Metzger at the 
luncheon of the Congress of American Industry, December 8, 
Mr. Metzger and four other men were 
honored as representatives of the dependability of industry's 
Mr. Metzger is the oldest employee in years 
of service at the plant of Henry Disston and Sons, Inc., Philadel- 
phia, U. S. A., having seen regular service for 69 years. Mr. 
Metzger started to work for Henry Disston in 1870 at the age 


old—works every day as fore- 


William D. Disston is vice-president of the company and has 


| worked, during his early training period in the plant, just as 


most members of the Disston family who have been active in 
the management of the business since Henry Disston, the 


founder, died in 1878. 
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PROGRAM PLANS FOR MILL SUPPLY 
CONVENTION PARTIALLY COMPLETE 


Plans of the American Supply, type but will resemble clinics, 
& Machinery Mfrs. Assn. for the| three of them running §simul- 
35th Triple Mill Supply Conven- | taneously. Another session will 
tion, April 22-April 24, 1940, at | present illustrated talks with 
Dallas, Tex., have been practi-| color film on “Manufacturers’ 
cally completed. The theme of| Sales Promotion Literature—Its 
the convention will be “The Mill | Distribution and Use.” 
Supply Industry in the Labora- | The “Mill Supply House in the 
tory.” All speakers will be mem-| Laboratory” will be a presenta- 
bers of the industry with each | tion covering the findings of the 
session in the form of a clinic,| research and sales survey com- 
giving ample opportunity for dis-| mittee. The last session will be 
cussion. In one of the closed| an illustrated popular talk on 
sessions of the American asso- i The Small Order Problem, “ and 
ciation, “The Manufacturer in| will graphically show actual costs 
the Laboratory” is the subject. | of handling small orders. 
Three distributors have been in-| The Dallas Theater Guild will 
vited to attend that session and | present an industry problem play 
tell what distributors feel manu-| Which is being especially written 
facturers can do to improve their | for the convention. Bases social 
functions with distributors. features will be the Great Round 

The distributor and manufac-| UP” 9nd several surprise fea- 


" : -;,| tures. Special plans are also 

turer relations committees will ; : 

‘a . , 9 | being made for entertainment of 
hold a “Town Hall Tonight ladi 

, ci eel coals the ladies. 

~~ cy Same session,/ The Triple Mill Supply Con- 
ve “skits” are being prepared | vention is the annual gathering 
on problems both manufacturers | of the American Supply & Ma- 
and distributors are facing. For | chinery Mfrs. Assn., the South- 
its second morning session, the} ern Supply & Machinery Dis- 
American group is bringing back tributors’ Assn., and the National 
the group meeting plan which| Supply & Machinery Distributors’ 
will not be of the product group! Assn. 








BLACKSTONE MFG. NAMES | also written numerous articles 
FACTORY REPRESENTATIVE | for leading trade publications. 
Mr. Wiebe expects to expand his 
pointed factory representative for personnel soon, adding several 


the Blackstone Mfg. Co., James-| ™°" to assist in sales and promo- 
I ov tional work. Offices and display 
town, N. Y., manufacturer of ‘ 


home laundry equipment. Mr. | SCO™® are in the Central Ter- 
Cidiels aus tenths will :~ minal Building, 710 North 12th 


. ; Street, St. Louis, Mo. 
eastern Missouri and _ southern | 
Illinois including Peoria, Bloom- 


ington, Decatur, Springfield, USHA PROJECTS FREE 


Fred A. Wiebe has been ap- 


Champaign and Danville. OF LABOR DISPUTES 
Mr. Wiebe brings to his new 


age (Washington Bureau 
position a thorough knowledge of of HARDWARE AGE) 


the entire home appliance mer- 


ae The United States Housing Au- 
chandising field, the result of . 


: thority, administrative agency of 
years of experience as both the $800,000,000 low-cost housing 
wholesaler and retailer. He has program has claimed that about 
| 170 USHA-aided housing proj- 
| ects have gone into construction 
without a serious labor dispute 
}as a result of “no-stop-work” 
agreements negotiated with build- 
ing trades labor unions. 

The agreements, said to be 
effective with building trades 
councils in 150 cities and 1508 
local union areas, provide that, in 
return for payment of wages on 
USHA projects at prevailing lo- 
cal rates when bids are opened, 
the employers will not change 
that wage rate and the unions 
will not halt work because of de- 
mands for changes in pay or 
jurisdictional disputes. 

The USHA said the agreements 
have helped to pare construction 
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oy MAKE, PROFITS | 


GROW en 


Here is a sure-selling money-maker through- 
out the Spring and Summer months. This 
heavy, hot-dipped DeLuxe Sprinkler, with 
its extra heavy Utility Handle, will appeal to 
every gardener and home owner in your com- 
munity. The paneled spout, brass cap, and 
red rose body add both to the attractiveness 
and quality. Available in 4, 6, 8, 10, 12, and 
16 quart sizes. Ask your Jobber’s Repre- 
sentative. 


SCHLUETER MFG. CO., ST. LOUIS, MO. 


Schlueter Mfé. Co. 


















THE LUCKY DOG KIND” 
A Complete Line of 
ATHLETIC EQUIPMENT 


ALL SPORTS 
Popularly Priced 


YOUR JOBBER CAN GIVE You 
COMPLETE INFORMATION... 
. . IF YOU DO NOT KNOW THE 
NAME OF THE JOBBER IN YOUR 
TERRITORY Wacte us DIRECT! 











Follow the LEADER 
in “Want Ad” Advertising— 


In every trade there is always a leader. In 
the Hardware Trade it is Hardware Age. 
Classified as well as National advertisers 
have found it out. 


Year after year HARDWARE AGE has led 
its field in the volume of classified as well 
as display advertising. Its classified col- 
umns bring together buyer and seller, em- 
ployer and employee. 

Those who contact the hardware trade 
know from experience that HARDWARE 
AGE is the logical medium to use to secure 


RESULTS from their classified advertising. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 




















G-E Shifts Key Men in Appliance Posts 


Alfred C. Sanger, who for the 
past several months has served as 
sales manager of the General 
Electric household refrigerator 
section, has been named manager 





ALFRED C. SANGER 


of the G-E heating device and 
fan section, it has been an- 
nounced by H. L. Andrews, vice- 
president in charge of the com- 
pany’s appliance and merchandise 
department, Bridgeport, Conn. 
Mr. Sanger succeeds C. J. Hen- 
don who has resigned after serv- 
ing several years in that post. 

The new sales manager for 
G-E refrigerators is L. H. Miller. 
who since the consolidation of 
G-E appliance activities at 
Bridgeport, has been manager of 
merchandising services. The func- 
tions of the latter section have 
been re-allocated in the depart- 
ment. 

Activities which formerly were 
a part of the merchandising ser- 
vices section, under Mr. Miller, 
have been redistributed. The 
retail development and sales edu- 
cation sections, the operation of 
the new G-E Institute, and the 
home service section will hence- 


forth be a part of the advertis- 
ing division, under the direction 
of B. W. Bullock, advertising 
manager. The G-E home bureau, 
and appliance sales activities in 
connection with utility com- 
panies, department stores, apart- 
ment houses, rural programs, and 
employee sales will be responsible 
directly to C. M. Snyder, assis- 
tant manager of the appliance 
and merchandise department. 





LIGHTCAP MANAGES DEVOE 
MAINTENANCE DIVISION 


M. W. Lightcap has been ap- 
pointed manager of maintenance 
sales for the Devoe & Raynolds 
Co., 1 W. 47th St., New York 
City. Mr. Lightcap was formerly 
with the Pittsburgh Plate Glass 
Co., with which company he was 
associated for 15 years, mainly 
in paint sales and maintenance 
work. He helped organize that 





M. W. LIGHTCAP 


company’s paint maintenance ser- 
vice department, of which he was 
supervisor for the past five years. 





DAVIS HEADS N. Y. FUND'S 
INDUSTRY DIVISION 


Francis B. Davis, Jr., presi- 
dent and chairman of the board 
of the United States Rubber Co., 
New York, will head the industry 
division in the 1940 campaign of 
the Greater New York Fund. 
The announcement was made 
recently by John A. Brown, 
president of the Socony-Vacuum 
Oil Co., Inc., and chairman of 
the spring drive. 

As head of the industry divi- 
sion, Mr. Davis will direct volun- 
teer workers and campaign ac- 
tivities in one of the seven major 
groups to which the fund appeals 








L. H. MILLER 


for supplementary money needed 
by 396 voluntary, social welfare 
and health agencies. 


HARDWARE AGE 
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Coleman Lamp and Stove Observes 
40th Business Anniversary 


This year The Coleman Lamp 
and Stove Co., Wichita, Kan., is 
observing the 40th anniversary of 
its founding and, marking that 





Ww. C. COLEMAN 


event, the Wichita Sunday Beacon 
prepared a special anniversary 
edition in honor of the company. 





SHELDON COLEMAN 


The company today has an all- 
inclusive staff of officials, terri- 
torial representatives, dealers, 





salesmen and employees totaling 
30,000 persons, although its 
founder, W. C. Coleman, began 
inconspicuously in a one-room 
plant. The present plant affords 
11 acres of floor space and in ad- 
dition the company owns a large 
| branch in Toronto, Canada. The 
company now also enjoys a $6,- 
000,000 annual business. 

W. C. Coleman, founder, is 
now president of the company. 
John H. Graham is executive 
vice-president and general man- | 
ager; Sheldon Coleman is vice- | 
president and assistant general | 
manager; W. D. Moore, is secre- 

| 
| 





tary-treasurer; A. W. Boyer, ad- 
vertising manager, and Ralph W. 
Carney is vice-president and sales | 
manager. 
NEW HAVEN HDWE. CLUB | 
ELECTS 1940 OFFICERS 


At a recent meeting of the 
New Haven Hardware Club, New 
laven, Conn., the following off- 
cers were elected: president 
Homer R. Peck; vice-president, | 
Nathan W. Sosensky; secretary, 
William E. Janswick, and trea- 
surer, C. H. Anderson. F. H. Wil- 
cox was appointed to the enter- 
tainment committee. On the mem- 
bership committee are: William 
A. Warner, 2nd; Donald H. War- 
ner, and Karl Knabenshuh. | 





N. Y. MFRS. AGENT 
CHANGES NAME 


Fred L. Stellwagen & Son, | 
Inc., manufacturers’ representa- | 
tive, 12 Warren St., New York | 
City, has changed its name to 
Stellwagen & Kunz, Inc. Asso- | 
ciated with the firm is Conrad | 
Kunz. The company has also 

been appointed sales representa- | 
tive in the Metropolitan New | 
York area for the Red Flare Sig- | 
nal Corp., Fostoria, Ohio, manu- | 
facturer of truck flares, fusee | 
flares for private cars, lanterns, 

fire extinguishers, etc. 





HAAS AND STAUSS BUY 
VAN HORN STORE 


Edgar J. Haas, Sr., and Edwin 
Stauss have purchased the tool, 
hardware, machinery and mill 
supply store of Oliver H. Van 
Horn Co., Inc., 524 Camp St., 
New Orleans, La. Mr. Haas was 
formerly vice-president and gen- | 
eral purchasing agent, and Mr. | 
Stauss was sales manager of the 
Van Horn store. 

The new firm has not an- | 
nounced its name as yet. Sons 
of the new owners, Malcolm 
Haas and Edwin Stauss, Jr., will 





RALPH W. CARNEY 
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be junior partners. 
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IN THE PAN foe YOU f 


It doesn’t take a Forty-Niner to wash gold out 
of this pan—there’s gold in it for you! Kester 
Metal Mender means pure golden profits on 
new and repeat business in your store. And 
that’s not all! 


When your customers buy Kester Metal 
Mender they get real solder quality and that 
means perfect soldering results every time they 
use it. So they’re wailed You not only make 
a sale, but you chalk up a credit on the good 
will side of your ledger. And in the long run 
that’s what builds your business—your cus- 
tomers’ faith in what you tell them. 


Order a supply of Kester Metal Mender in the 
“silent salesman” display containers. Forty 
years in the solder business are back of this 
modern way of presenting a fast-selling hard- 
ware staple. Keep the carton on your counter 
and watch it work. 


KESTER 


~SOLDER COMPANY 


4267 Wrightwood Ave., Chicago, Ill. 


Eastern Plant: Newark, N. J. Canadian Plant: Brantford, Ont. 
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GIRL 


@ The CHORE GIRL’S a gal to 
hook up with because she’s a 
. sure-fire hit with your customers. 
Knowing her, they will also want to meet her efficient 
relatives—The CHORE BOY, GOLDYLOCKS and SILVY- 
LOCKS. A whole family of abrasives for every cleaning 
and scouring need! 
Put the CHORE GIRL out front where folks can see her. 
She will keep your cash register ringing up new and 
repeat sales. Remember—our 
products are sold only through 
legitimate wholesale and re- 
tail channels. Order now from 
your jobber. 


METAL TEXTILE 
CORPORATION 


Orange, N. J. 
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Open 
Special Deal 
ONE TURNOVER NETS 70% 


Ass't A costs $16.80, sells for........$28.90 
Ass't B costs 13.37, sells for........ 22.30 


Both Assortments contain the fastest selling BERNARD 
Pliers, Punches and Nippers. Every tool is guaranteed. 
We are offering this sensational deal so that you can 
offer outstanding values “Open House” week. If your 


PLIERS 


SPECIAL PURPOSE 


peeked & 


Jobber cannot supply, write us for name of nearest jobber 
who can. 


AN EXTRA DEAL! 
THIS MODERN 
DISPLAY CASE 
AT 2 COST 


when ordered with either 
assortment of BERNARD 
Tools. Case is beautiful—made of natu- 
ral grained wood and lacquered. Has spring clips to hold 
tools. Glass top hinged on front—opens from back. Will 
look good in any store. 


Ask Your Jobber or Ask Us 


THE WM. SCHOLLHORN COMPANY 
400 Chapel Street New Haven, Connecticut 
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THOMAS M. ANDERSON 


Thomas M. Anderson, 54, sales 
manager of the Riverside Mills, 


Augusta, Ga., passed away re- | 


cently. His death came unex- 
pectedly although he had been in 
ill health for several weeks. 
Mr. Anderson was a prominent 
sales executive and a writer of 
outstanding sales articles. He 


| had gained for himself a wide 
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acquaintance in many industries, 
his travels taking him from coast 
to coast many times. He had 
been associated with Riverside 
Mills since 1931. Prior to that 
time he was secretary and gen- 
eral manager of the American 


Co., Little Rock, Ark. His busi- 


THOMAS M. ANDERSON 


ness career began in Hope, Ark., 
lis boyhood home, with the 
Plunkett-Jarrell-McRaue Grocery 
Co., of which he became sales 
manager. 

Surviving Mr. Anderson are his 
widow, two brothers and four 
sisters. 


W. C. BIGELOW 


W. C. Bigelow, associated with 
The Yale & Towne Mfg. Co., 
Stamford, Conn., for nearly half 
a century, passed away recently. 
He was 75 years old. 

Born in New Britain, Conn., 
Mr. Bigelow joined the Yale & 
Towne organization as a sales- 
man in the cabinet lock depart- 
ment. In 1913 he was appointed 
sales manager of the specialties 
department of the Stamford di- 
vision of the company, which 
position he held at the time of 





his death. 


Mr. Bigelow was well known 
in the hardware industry and 
throughout the country by manu- 
facturers using all types of spe- 
| cial locking equipment as a part 











W. C. BIGELOW 


of their products. He was instru- 
mental in developing locks and 
locking devices used by many 
automobile associates. Aside from 
his business career, Mr. Bigelow 
was active in many fraternal or- 
ganizations. He leaves his widow 
and two sons, Robert W., and 
Roger L. Bigelow. 


ROY R. ROTH 


Roy R. Roth, 60, secretary of 
the House-Hasson Hardware Co., 
Inc., Knoxville, Tenn., passed 
away recently. Death was caused 
by a stroke. 

Mr. Roth had been identified 
with the hardware business in 
Knoxville for 30 years and was 
with the House-Hasson organiza- 
tion when it began business in 





ROY R. ROTH 


that city. At one time he was its 
purchasing agent. Surviving Mr 
Roth are his widow, a son Ken- 
neth Roth, and two daughters. 


HARDWARE AGE 
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0. W. POLSTER 


W hose passing was announced 
on page 117 of the Feb. 8 is- 
sue of Harpware Ace. Mr. 
Polster was president of the 
Witte Hardware Co., wholesale 
hardware firm of St. Louis, Mo. 
Born in St. Louis, Mr. Polster 
at the age of 18 entered the 
employ of the company as an 
office boy, becoming succes» 
sively head of the billing de 
partment, buyer of household 
goods, secretary-treasurer and 
in 1930, presidents. 





WILLIAM W. BENNETT 


William W. Bennett, 74, promi- 
nent hardware and _ plumbing 
merchant of Cortland, N. Y.., 
passed away Feb. 4. He had 
been failing in health for the 
past two years. He had been in 
the hardware and plumbing busi- 
ness about 35 years. Surviving 
are his widow and a son, Glenn 
W. Bennett, who had been as- 
sociated with him in the busi- 
ness. 


OSCAR A. CRISMAN 


Oscar A. Crisman, president of 
the Stovall Hardware Co., Chat- 
tanooga, Tenn., passed away Jan. 
29. Death was the result of heart 
trouble. Mr. Crisman was 56 
years old. 

A leading business man of 
Chattanooga, Mr. Crisman had 
been connected with the hard- 


years. He began his career while 
still a boy with the old Fritts 
Hardware Co. of Chattanooga 
and established the Crisman 
Hardware Co. before he was 21 
years old. He conducted that 
business about 20 years. He also 
had operated the Stovall Hard- 
ware for about 20 years, although 
he had largely given over its 
management to his employees. 
Mr. Crisman was an ardent 
church worker. He established 
and operated Camp Elklore, a 
eimp for boys at Winchester, 
Tenn. He leaves his widow. 





CHARLES E. CAMPBELL 


Charles E. Campbell, asso- 
ciated with the Hall Hardware 
Co., Minneapolis, Minn., since 
1918 passed away Feb. 5 of a 
heart attack. For over 20 years 
he was the company’s general 
superintendent. 





ERNEST A. AUSTIN 





Mich., and for the past seven 
years vice-president of the Dun- 
ham Hdwe. Co., passed away 
Feb. 5. His widow, two daugh- 
ters, and a son, Guy, survive. 





WILLIAM N. SWEET 

William N. Sweet, associated 
with the Corbin Cabinet Lock 
Co., New Britain, Conn., for 35 
years, passed away recently. Mr. 
Sweet was born in New Britain 
and as a young man went to New 
York in minor selling capaci- 
ties. He later became export 
manager for Corbin and acted in 
that position for 20 years. Three 
years ago when the export de- 
partment was moved to 
Britain, Mr. 
that city as assistant trade sales 
manager, which position he held 
at the time of his death. 








IMPLEMENT CONVENTION 
DATES CHANGED 








In order to continue the prac- 
tice of having a joint meeting 
with the Farm Equipment Insti- 
tute during its annual conven- 
tion, the National Federation Im- 
plement Dealers Associations has 
changed the dates of its 1940 
convention to Sept. 30-Oct. 4, 
1940. Headquarters will be the 
Hotel Sherman, Chicago, III. 





AUBURN HARDWARE SELLS 
RETAIL STORE 


Ed Kokeng and _ William 
Cooper have purchased the retail 
store of the Auburn Hardware 
Co., Auburn, Ind., and will con- 
duct the business as the Auburn 





OSCAR A. CRISMAN 
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City Hardware Co. 





ware industry for more than 40 | 


Ernest A. Austin, 63, promi- | 
nent merchant of North Lansing, | 


New | 
Sweet returned to | 








A prospective purchaser of fish- 
ing tackle who enters your store 
and merely looks around has 
much in common with the 


| “bacon that was brought home”: 


neither is worth a great deal 
until properly SERVED. Step up 
sales of tackle to well-pleased 
customers with Union Hardware 
Rods and Reels—equipment that 
will make — and keep — any 
sportsman happy. The reason is 
easy. Union Hardware Tackle in- 
corporates those features which 
fishermen look for first — fine 
balance and “feel”, sturdy con- 
struction, lasting finish and an 
all-around appearance that indi- 
cates expert craftsmanship. Yes, 
you and your customers can de- 
pend on tackle that carries the 
“Union Hardware” label. Ask 
your jobber. 


Catalog No. 20 describes the full 
line of Union Hardware Rods, 
in both steel and bamboo, and 
Union Hardware Reels for every 
type of fishing. Your copy will 
be mailed on request. 


“Bringing Home the 
Bacon” is not enough 












(Below) 
58-366 
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1 boo Fly Rod 
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tip 
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(Above) 
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(Above) 7169 Light- 
weight Duralumin Fly 
Reel 


HARDWARE COMPANY 
aw EWE Gd § WY 


MEC.US. PAT. OF F. 


ESTABLISHED 1654 


TORRINGTON, CONN. 


NEW YORK OFFICE 


ISI CHAMBERS STREET 














.“ door of the 


Gregory & Hawkins hardware 
store has been locked for the 
night. Frank Gregory and Wil- 
liam Hawkins, partners in the 
firm, are walking down the street 
together—homeward bound. Greg- 
ory starts whistling as he walks. 
It isn’t any known tune, but it 
interests Hawkins. 

HAWKINS: What's that you're 
whistling, Frank? It sounds im- 
pressive. 

GREGORY: I'm just improvis- 
ing, Bill. Let’s call it “The 1940 
Major Appliance Parade.” 

HAWKINS: What do you 
mean “1940 Major Appliance 
Parade?” 

GREGORY: Well, Bill, it sim- 
ply means that I’ve caught up on 
my important reading and you 
haven't. The February 8 issue of 
HarpwarRe ACE is the answer. 
Look it over. Sixteen pages of 
description of the latest in major 
appliances for 1940. Refrigera- 
tors, washers, ironers, ranges, vac- 
uum cleaners and hot water heat- 
ers... they’re all there. Interest- 
ing illustrations of the various 
items, descriptions of what the 
various firms are introducing this 
year and, in many instances, 
prices as well. Read those 16 
pages and you'll have the major 
appliance picture for 1940 right 
before your eyes. Parade’s the 


92 





right description for they sure do 
pass in review right in front of 
you. 

HAWKINS: Sounds interesting 
all right. Guess I'll have to look 
it over. 

GREGORY : Don’t look it over! 
Read it and digest it and you'll 
get plenty of good out of it. Then 
there’s a lot of information on 
National Hardware Open House 

-a general story telling about the 
plans for this year and a descrip- 
tion of what some of the leading 
manufacturers are going to do 
about it. It’s mighty interesting 
reading, Bill. We'll be able to get 
off to a flying start for Open 
House if we only read HARDWARE 
AGE. 

HAWKINS: Yeah, read it and 
you'll get off to a flying start on 
about everything in the hardware 
business — news, market reports 
and right on down the line. You 
know one of the things I always 
look forward to seeing is that 
“Tested Selling Ideas” section. 
We've found a lot of good ideas 
in that section. Is there one in 
this issue? 

GREGORY: Surest thing you 
know . . . two pages of it and 
both pages full of up-to-the-minute 
stunts. 

HAWKINS: You can't beat 
that. You know that’s one thing 
about this country, there’s always 


so many ideas going round that 
help sales. 

GREGORY: Right you are. 
And, speaking of this. country, 
there’s an interesting story in this 
issue about Morris H. Kahme of 
Brooklyn, N. Y. He “Features 
American Goods Only and Finds 
It Profitable.” That title tells the 
story. This firm buys and sells 
only merchandise that is made in 
this country — merchandise that 
has a known manufacturer stand- 
ing behind it and guaranteeing it. 
And do the customers appreciate 
it? No tin chisels, lead hammers 
of third-rate goods. There’s a real 
idea there and it’s one that goes 
mighty well in this day and age. 

HAWKINS: Yes, the more we 
push the idea of American goods 
for American people the better it 
will be for everyone. It means 
more employment in this country 
too, and more sales. 

GREGORY: Speaking of sales, 
there’s an interesting article in 
this issue about the Cayce-Yost Co. 
in Kentucky. That firm boosted 
its sales of sporting goods 500 per 
cent. One of the big factors in 
the increase was the fact that they 
showed pictures of the local teams 
in the window. That’s an idea 
for us, Bill. Local pride’s pretty 
strong in this town and if we used 
pictures of our local heroes in the 
windows I'll bet we’d see a boost 
in sporting goods sales, too. May- 
be not 500 per cent but something 
pretty good just the same. And, 
getting back to American in- 
dustry, there’s a corking article 
on “American Industry Must As- 
sume Leadership,” by Alden P. 
Chester, president of the Institute 
of Cooking and Heating Appli- 
ance Manufacturers, that’s worth 
looking into. It’s one of those 
“plus” stories that puts an added 
punch in a magazine. Well, here’s 
my house! See you in the morn- 
ing! 

Gregory saunters up the walk 
whistling while Hawkins disap- 
pears around the corner. 


—G. M. S. 
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WHAT WITH THE NEW PREPARED 
DIC-A-DOO AND THE NATIONAL 
ADVERTISING (NOW IN COLOR) AND A 
GOOD PROFIT PROTECTED UNDER FAIR 
TRADE LAWS AND LIBERAL SAMPLES 
'N EVERYTHING ...NO WONDER 
DIC-A-DOO Is A MONEY-MAKER 
FOR ME! HOW'S YOUR STOCK? 
BETTER BE READY FOR 
SPRING CLEANING. 








DIC-A-DOO 
PAINT CLEANER 


@ REGULAR (powder) for 
walls, ceilings, floors, etc. 


© PREPARED (Ready Mixed) 
for many year-round uses. 
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DIC-A-DOO 
Brush Bath 





An excellent paint , Dy 
brush cleaner. 5¢ and A 8h, : REP ARE y 
10¢. Helps seli better «K- 4 D 
brushes. 2 dozen in C-A-D 0 
self-selling display. ° oy imeem s ARE! 0 . 
ie Tvs 
0 CLEANER 


_ 2 it on. Wipe it off — - 






















A “Classified Advertisement” In Hardware Age 
Will Be Read By the “Class” You Want to Reach— 


For securing desirable Sales Representatives, Sales Accounts, or for Busi- 
ness Opportunities of any kind use the Classified Opportunities Section 
of Hardware Age, which covers the Hardware Trade thoroughly. 


Hardware Age will tell your story to the right “CLASS” — reach the 
greatest number of Hardware readers of any hardware paper.and is noted 
for securing quick, tangible RESULTS for its advertisers. 


Send your copy with remittance to— 


HARDWARE AGE 


CLASSIFIED OPPORTUNITIES DEPT. 


239 West 39th St., (4 Chilton Publication) New York, N. Y. 


® 


A.B.C.—Charter Member—A.B.P. Inc. 
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EVERYONE NEEDS 
THESE ITEMS 





Stock General Electric heater cord sets, 
replacement cord sets, heater plugs, 
lampholder plugs, triple taps, etc. and 
call people’s attention to them. You'll 
be surprised at the extra business that 
mounts up in small sales. Everyone 
needs one or more of these devices. 


So display these over-the-counter devices 
and talk about them to every customer. 
The G-E monogram they bear will help 
you sell. People know that it stands for 
dependable electrical merchandise. For 
further information see the nearest G-E 
Merchandise Distributor or mail the 
coupon below. 


RK KKK KKK KK kk khk 
General Electric Company 

Section D-0452, Appliance and Merchandise 
Dept., Bridgeport, Connecticut 

Sirs: Please send complete information on 
your wiring devices for over-the-counter 


sales. 
Name 


Address 


+ + 


City State 
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Government Must Be the Servant of 
the People—Never the Master! 


(Continued from page 42) 


| ing and the greatest cultural and 
| social progress for our people is 
| not, as I see it, basically the ques- 
| tion. The answer lies in the al- 
most complete acceptance by our 
citizens of this attempt on the 
part of the Federal Government, 
operating through taxation, to 
standardize in the forty-eight 
States the social security condi- 
tions. On the other hand, the op- 
eration from Washington in their 
present forms of W.P.A., the Se- 
curities and Exchange Commis- 
sion, the National Labor Relations 
Board, and many other bureau- 
cratic bodies is dangerous in the 
extreme. 


Four Essentials 


Please do not interpret this 
statement as the feeling of an old 
mossback who wants nothing new, 
who is against relief, who wants 
malpractice in the field of finance 





to continue, and who wishes to 
repress labor. We must have ade- 
quate relief, but surely it is com- 
mon sense and the teaching of our 
experience, that the control of our 
relief problem must be in the 
States and communities rather 


| than in Washington. There are, I 





believe, four essentials about re- 
lief. The first is that only those 
really’ in need of help should be 
given public assistance. The sec- 
ond is that we should separate 


| relief methods from politics and 


theories of economics such, for 
instance, as the misunderstood 
concept of purchasing power. The 
third is that the relief load should 
be so financed as to protect those 
who are actually in need. By this 
I mean that a too great liberality 
may lead to an impasse in which 
deserving cases are subjected to 
unwarranted want and anguish. 
The fourth is that where work re- 
lief is involved it must not under- 
mine the ability of private busi- 
ness to expand and thus minimize 
or even eliminate the entire relief 
problem. Our final solution must 
be private jobs. 

In connection with the S.E.C., 


I wish to mention that I have felt 
for years that some improvement 
was due in regard to financial in- 
formation, whether on new issues 
or on company operating results. 
What we got, however, was a new 
bureau, which has harassed the 
honest man as well as the fraud 
and which, worse still, has re- 
tarded the flow of new money 
into productive enterprise. 

As for the Labor Board, I am 
one of those who condemn the 
personnel of the Board itself. 
Even prior to the recent Congres- 
sional investigation disclosures, in- 
formed citizens throughout the 
country realized the character of 
the administration which the Wag- 
ner Act has had. I do not, how- 
ever, believe that the ultimate 
solution lies in any sense in per- 
sonnel, since the fundamentals of 
the law under which the board is 
appointed are both extreme and 
unreasonable. If such a law is to 
remain, we must see that the 
rights of employees who do not 
wish, under any circumstances, to 
join a union or to be represented 
by such a body, are recognized. 
If men do wish to be union mem- 
bers, there should be no circum- 
scription of that right. This 
means, of course, that really inde- 
pendent labor _ organizations 
should have all the privileges 
which are accorded to national 
or international unions. Some 
way to relieve both the employer 
and the employee from coercion 
must be found. 

I wish to turn to a phase of 
employer - employee _ relationship 
which I think has not been un- 
derstood and of which I feel the 
public at large must have at least 
some conception if we are to make 
progress. I refer to the basic need 
for management authority in busi- 
ness enterprise. If we are to sus- 
tain our present standards of liv- 
ing, it is essential that the break- 
down of discipline by propaganda 
or legislation be stopped. The 
rising rate of productivity which 
we hope to obtain by inducing the 
flow of more risk capital will 
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never succeed unless we check 
excessive internal conflict in our 
economic structure. I think that 
business men and citizens gener- 
ally have a great responsibility in 
this regard. The solution is not 
only a matter of law or law en- 
forcement. We must curb through 
education the radical concepts of 
socialism and communism which 
are more widespread than gener- 
ally has been appreciated. 
Through a misdirection of the fin- 
est instinct in man—the humani- 
tarian impulse—and through an 
improper knowledge of our pro- 
ductive system, we have devel- 
oped not only among educators 
and legislators but among the pub- 
lic generally, too many fanatics. 
I use this term to describe those 
who being ill informed redouble 
their efforts. 


Complicated Organism 


So that there may be full un- 
derstanding of the point I am 
making about the necessary au- 
thority of management, I wish to 
bring to your attention that a bus- 
iness firm of any size is a most 
complicated organism. The prob- 
lems of new product, merchandis- 
ing, accounting, financing, pur- 
chasing and production may be 
easily indicated in words. The 
coordinating of these, or such 
parts as apply to any individual 
venture, is’ a complex process 
requiring experience, judgment, 
foresight and character. The ba- 
sic necessity of winning custom- 
ers’ votes in the form of dollars ex- 
changed for merchandise is never 
an easy one. Were it not for com- 
petitors and the requirement that 
business be carried on at a profit, 
there would be no problem. In 
that case inefficiency and the re- 
sultant high costs could be con- 
tinued in private business as they 
regularly are whenever govern- 
ment itself enters the fields of 
production, transportation or dis- 
tribution. Private enterprise is 
infinitely more than a profit sys- 
tem, or even of a profit and loss 
system. It is the greatest boon 
possible to the average man, for 
it gives him a higher material 
living standard than any other 
productive process ever devised. 
An invasion of management au- 


FEBRUARY 22, 1940 


thority means that the balance of 
a business is upset. This may oc- 
cur in all sorts of ways. Unrea- 
sonable wage expense may have 
the effect of cancelling investment 
in new products, which in many 
cases develop earning power only 
months or years later. The result, 
on the other hand, may be the 
loss of business through forcing 
to unreasonably high levels the 
prices of the products which are 
being offered for sale. In another 
case, credit may be withdrawn 
because of losses resulting from 
too great expenditures. Perhaps 
the greatest tragedy of all is the 
case where the ablest and sound- 
est management personnel leaves 
a firm because of improper and 
noncompetitive salary levels. All 
of us have seen fine companies 
disappear in a few years as a re- 
sult of poor management. The re- 
sult is always a tragedy. 

There is only one way I know 
of to attain maximum results for 
every one, including customers, 
employees and stockholders, and 
that is to have able and honest 


management with wide authority. 
That authority must in the long 
run rest on success. No firm can 
compete successfully with under- 
hand methods, poor working con- 
ditions, niggardly pay or shoddy 
products. Honesty is always the 
best policy. Good working condi- 
tions, merchandise which gives the 
buyer the maximum in value, and 
the maintenance of the highest 
possible pay levels are not only 
idle dreams. They are actualities 
in most of our businesses in Amer- 
ica. This is true not so much be- 
cause of altruism, but because 
enlighted management is success- 
ful management. 


Areas of Thought 


Let us turn now for a few mo- 
ments to that most complex and 
hotly argued question of what is 
the proper field of activity for 
our Federal Government. A few 
remarks can in no sense do more 
than perhaps turn your minds 
into certain general thought areas. 
My purpose is to indicate that 








MIAMI Presents 


A NEW LINE OF BATHROOM ACCESSORIES 


“Cascade 


to supply the need for an 
intermediate line of chrome- 
plated accessories that fills 
the gap between the inex- 
pensive, light gauge metal 
and wire units, and the 
higher priced lines. 
The CASCADE line consists 
of 31 units, including both 
recessed and projecting 
types. Recessed units are 
fabricated of Anaconda brass 
. projecting accessories 
are of Zamac metal. All 
units finished in copper, 
heavily coated with chrome. 
Guaranteed for indefinite 
wear ... Solid . . . Sub- 
stantial. 
For folder and complete de- 
tails of “CASCADE” Acces- 
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any further trend toward central 
authority is neither necessary nor 
wise here in America. 

The first thought area is that 
we have ample land and resources. 
No nation has ever been so amply 
provided. If this were not true 
there might be necessity or al- 
leged necessity for conquest. War 
requires central control whenever 
the maximum possible effort must 
be directed at some military ob- 
jective. We, fortunately, are in 
quite another position. With 
friendly neighbors, and with pos- 
sible aggressors far removed, we 
have only an adequate defense to 
prepare. The traditional and strict- 
ly limited powers of our Federal 
Government are ample for this 
purpose. 


Varying Conditions 


The second area of thought has 
to do with the vast extent of our 
country. We have varying types 
of production, living conditions 
and habits in different sections. 
We have a high caliber of leader- 
ship in every community. Is it 
not self-evident that controlling 
our forty-eight states from a cen- 
tral point is infinitely more diffi- 
cult than planning for any one of 
them would be? One control 
might fit one area and be dead- 
ening to another. Controls always 
lead to the necessity for others. 
Before any degree of success in 
an economic sense could occur, 
the direction of credit and the 
means of production would be 
fully under the dominance of a 
bureaucracy. At that point, the 
citizen would be but a number. 
As against the natural leadership 
of those millions of men and wo- 
men who have been educated 
either in our schools and colleges 
or by their own observation and 
reading, we should have local 
commissars. Such people may 
have Ph.D. degrees but they never 
really think. They work by a 
chart which takes the place of 
mind and character. They would 
probably wear red, white and 
blue uniforms out of deference to 
our lost liberty. 

I need not dwell longer on such 
speculation. The dire possibilities 
of further socialistic inroads are 
understood by too many citizens. 


You men, and thousands like you 
throughout this nation are sensing 
the trends, the dangers and even 
the methods. Too often in his- 
tory has the loud talk of humani- 
tarianism proved the wolf in 
sheep's clothing. Too often have 
truly liberal governmental sys- 
tems which strove to keep open 
the doors of opportunity for 
progress been submerged by an 
ever mounting debt. You will rec- 
ognize that I am not the first to 
sound this warning. 

You who are distributors of 
implements and hardware have 
met your individual business prob- 
lems. You are the key men in a 
large number of institutions which 
give employment under good con- 
ditions, and which give promise 
of giving more employment in 
even better conditions. Keep your 
firms solvent. Your struggle with 
problems of inventory, price, qual- 
ity and service will require hard 
work, constant judgment, and 
strong character. Compete active- 
ly. In terms of golf, develop your 
stance, your form, your timing 
and your follow through. Keep 
your eye on the ball, but when 
another is more successful be a 
good sport. Don’t regard your 
competitor like the man in the 
story who, failing to see his op- 
ponent’s shot, asked his caddy, 
“Did that gentleman get in the 
trap or did that son of a gun get 
on the green?” 


Much More To Do 


Having done these things re- 
member that there is much more 
to do. Remember that you come 
of a proud race of men, who in 
fair and foul weather have kept 
their chins up because they had 
liberty. You have jobs to make 
for others, you have a heritage to 
pass on to your children, you 
have your part to play in Gov- 
ernment. You may never hold a 
public office, but you can think, 
you can act, you can teach. And, 
if you ask me to say in what di- 
rection you should think, act and 
teach, I answer you in that direc- 
tion which will keep alive in our 
United States the basic concept of 
free men—-“Government must be 
the servant of the people—never 
the master!” 
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ra own plan for building sales volume year’s total. January quotas are 
through bonuses to his employees. fixed on this basis. When a sales- 

ive For example, total sales volume and man sells his quota for the month, 

ys- volume of each individual salesman he is paid a bonus of $5.00 and if 

en for three years past were studied the month’s quota for the whole 

or in fixing the sales quota for 1940. store is reached, everybody includ- 

an A quota for each salesman is fixed ing porters receive $5.00 each. This 

= and this is broken down by the costs Mr. Ross $60.00 a month, but 

am month on the percentage basis of he has found that it pays him to 
normal sales volume for that month. do it. He recommended a _ bonus 

of For example, in this store, January plan of this type as an improvement 

on sales are only 5 per cent of the upon a direct increase in salaries. 
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IN ALASKA, DURING THE 
GOLDRUSH OF THE NINETIES, 
PADLOCKS SOLD FOR#25 EACH! 
THEY WERE USED PRINCIPALLY 

70 SAFEGUARD FOOD SUPPLIES. 





ALASKAN GOLDRUSHERS 
BOUGHT WAILS 


AT #Q 50 
A POUND! 











AN ORDINARY 

POCKETKNIFE 
cost */8.00 

IN THE SOUTH 


DURING THE WAR 
BETWEEN THE STATES. 


ONE OF 
THOMAS 
UEFFERSON'S 
MANY INVENTIONS 
WAS 
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How to know 
all the answers! 


@ You never know what 
they'll ask next. That’s why 
you should keep these 
versatile CASCO products 
up front! 


@ CASCO FLEXIBLE CEMENT 
for odd jobs around the 
house, light duty gluing 
and repairs. Sticks almost 
any two materials, pro- 
viding one is reasonably 
porous. Clean to use. Pop- 
ular with the ladies. For 
home, school and office. 


@ CASCO POWDERED CASEIN 
GLUE does,all heavy-duty 
wood gluing. Easy to mix. 
Heat- and moisture-resis- 
tant. The homecrafter’s 
Master Workshop Glue. 


@ CASCO WALL SIZE seals 
plaster, wallboard, hard or 
soft fibreboard — with one 
coat! Stops suction, neutral- 
izes hot spots, kills water 
stains, fills fine cracks. Low 
in cost and easy to use. 


@ Get all three from your 
wholesaler—and be the 
“Information Expert” in 
your town. 


CASCO 
WALL SIZE 





POWDERED CASEIN GLUE 
FLEXIBLE CEMENT 
WALL SIZE 





Packaged Turpentine 


The Peninsular -Lurton Co., Pensa- 
cola, Fla., is now making pure gum 
spirits of turpentine available in a new 





lithographed container in pint, quart 
and gallon size cans. Container has a 
panel of bright red and background 
of green pine forests. 


Garden Marker 


When this marker is used the seed 
packet can be folded up with the name 
outside, slipped into the marker and 
can be used for six or eight weeks be- 
fore the packet falls apart, according 
to the manufacturer. The marker also 
is large enough to be used in connec- 
tion with wooden labels, steel labels or 
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any other common type now on the mar- 
ket. It is made of sprung steel, heavily 
enameled and very durable. These 
markers will last for several seasons. 
Come in packages of eight and in two 
sizes—5'% in. for flats and seed porches, 
12 in. for garden use. March Automatic 
Irrigation Co., Muskegon, Mich. 


“Cel-O-Glass” Display 


This display measures 24 by 32 in. 
It is lithographed in five colors and 
the baby chick stands on a small plat- 
form. Has easel back. Sent free on re- 
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CEL-O-GLASS 


quest by the “Cel-O-Glass” Section, 
E. I. du Pont de Nemours & Co., Wil- 
mington, Del. 
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Forged Tools 


The Oxford Tool Co., 1633 N. Second 
St., Philadelphia, Pa., has issued a new 
catalog on its complete line of forged 
tools. The catalog suggests the most 
popular sizes of the forged line that 
dealers should keep in stock. 





New and Improved Merchandise—Display Helps—Sales Literature— 


Plastic Bath Scale 

This new streamlined Counselor scale 
is small in size yet is provided with 
ample platform area molded in rich, 





colorful plastic. Platform is chromium 
trimmed and covered with ribbed rub- 
ber which carries over the front rolled 
edge to guard against scratches. Dial 
is covered with a large magnifying 
lens. This new model, No. 201, is of- 
fered in a variety of colors. Scale is 
equipped with the “Zerostat” control 
and twin flex springs. Sugested retail 
selling price, $3.95. The Brearley Co., 
Rockford, Ill. 





Model Airplane Display 
Megow’s, Howard & Oxford Sts., 


Philadelphia, Pa., offers this attractive 
new and colorful display to dealers to 
tie-in with the model airplane contests 
to be conducted by the company’s deal- 
ers. Contest kits have been created 
and include entry blanks, displays, 
model kits for prizes, all packaged in 
special cartons. 
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Coleman Range 


No. 742—has new type cooking top 
with burners located in center; family 
size oven, 16 by 13 by 19 inches; oven 








thermometer; two stainless steel gener- 
ators; full gallon size fuel tank made 
of “Solodur” metal to resist rust and 
corrosion with two positive action 
instant gas fuel valves; automatic safe- 
ty drain; new type, easy-action auxiliary 
valves. Range also has new, modern 
finish and style. Over-all length is 36 
in.; width, 22% in., and height, 39 in. 
The Coleman Lamp and Stove Co., 
Wichita, Kan. 


Stanley Tools in New Dress 


The Stanley No. 313 aluminum level 
and No. 171 screw driver has new eye- 
appealing finish. Aluminum level No. 
313 has cat’s-eye plumb and _ level 
glasses, and these contrasted with the 
new baked-on black enamel body, 
orange sides and bottoms, give this item 
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Window Trims—New Packages—New Colors—Catalogs 


new sparkle and appeal. The Stanley 
No. 171 screw driver, which has a solid 
bar, has the handle finished a handsome 
dark red with flutes a natural wood 
color. The ferrule is finished black. 
This color combination produces a 
handsome looking screw driver. Stanley 
Tools, New Britain, Conn. 





“Queen” Pressure Cooker 


No. 710-B — designed especially to 
hold seven one-quart glass jars for can- 
ning. Has liquid capacity of 15% 
quarts. Has wide, flat bottom for 
quicker heating and it is made of thick 
molded aluminum. Said to be easier to 
use for canning and cooking. Features 





“metal-to-metal seal” which eliminates 
gaskets or gadgets. Available with red 
or black trimmings. The former retails 
for $15.00 and the latter for $14.80. 
Wisconsin Aluminum Foundry Co., Inc., 
Manitowoc, Wis. 





Marine Hardware Catalog 


Wilcox, Crittenden & Co., Middle- 
town, Conn., has issued its 1940 catalog 
on marine and industrial hardware, 
marine lights and equipment, drop forg- 
ings, gray iron and brass castings, gal- 
vanizing and tinning. This edition con- 
tains new items, new sizes, new gen- 
eral data, list price changes, discount 
changes, and discontinued numbers. 











Clock Displays 
Counter or window card No. DD-119 


features a $5.95 retail priced alarm 
clock, Model No. 7F71-L Br, against 





which any old clock may be turned in 
for an allowance of $1.00. Display is 
lithographed in yellow and maroon. The 
“Silent Salesman” display stand holds 
eight alarm and kitchen clocks. It is 
offered free with an order totaling eight 
kitchen clocks, eight alarm clocks, or 
an eight-clock assortment of both. 
Stand measures 30 in. wide by 10% in. 
deep by 12% in. high. Made of blue 
and gray lacquered wood and “Randa- 
lite.” Both offers expire March 30. 
Warren Telechron Co., Ashland, Mass. 
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60 YEARS OLD- 


and still going 
strong 


“Little Giant” Screw Plates have 
been a popular selling item for 
over 60 years and today there are 
more than a million sets in daily 
use. Accurate, reliable and tough, 
“Little Giants” outsell all other 
brands. Take advantage of an es- 
tablished market. Stock up with 
“Little Giants” and boost your 


screw plate sales. 
Pp 


GREENFIELD TAP & DIE CORP. 
Greenfield, Mass. 


Detroit Plant: 2102 West Fort St. 


. Warehouses in New York, Chicago, Los Angeles. 
and San Francisco 


In Canada: Greenfield Tap & Die Corp. of Canada. 
Ltd., Galt, Ont. 
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“Master Wheel” Display 


The Osborn “Master Wheel” is a 
sturdy metal display, 12% in. wide, 


19% in. high and 11 in. deep. Cabinet 
in back of display provides space for 
stocking “Master Wheels” and adapters. 
It is painted blue and white with letter- 
ing in blue and red. 


Provided with 





order for “Master Wheel” assortments. 
The Osborn Mig. Co., 5401 Hamilton 
Ave., Cleveland, Ohio. 


W asher—Ironer 


“Kleenzoning” washer, deluxe model 
401 utilizes the “Kleenette” which 
makes it possible to segregate diaper 
washing or sick-room linens, ete. 
Wringer has adjustable indicating-type 
pressure screw—quick setting for vari- 
ous materials; automatic water board 
and instantaneous pressure reset. Tub 
is oversize, self-draining bottom. Agita- 
tor has special smooth finish both in- 
side and out. The “Do-All” portable 














ironer model 640 is said to iron 2200 
square inches per minute. Has full-size, 
open-end roll, six in. diameter, 22 in. 
long. Heat control combines on-and-off 
switch and selective full-range control 
of ironing temperature. One automatic 
centralized non-interfering lever for all 


operations. Horton Mfg. Co., Fort 
Wayne, Ind. 


Chime Display Deal 


No. 1—each deal includes an attrac- 
tive display board completely equipped 
with pearl push-buttons, chime trans- 
former and old fashioned door-bell for 
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a comparison test. Dealer pays only for 
models mounted on board plus one 
model each for stock. Board shows 
models retailing from $1.00 to $4.95. 
Offer is good until March 31. NuTone 
Chimes, Inc., Cincinnati, Ohio. 
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TS modern, streamlined appearance . . . its obvious 
mechanical simplicity . . . its light, yet rugged con- 
struction, all combine to make this mower easy to sell. 


And just as important: its light weight and easy 


ond handling, its long and trouble-free service, help to make 
“a a satisfied customer for you. 

in. 

off Since the first Homelawn was built there have never 
we been any “bugs” to remove. However, like any good 
she product it could be improved, so the following changes 
all have been made for 1940—— 

ort 1. New style tubular mete! handle with rubber hand 


grips. 

2. Hand throttle contro! in addition to automatic 
governor on motor. 

3. Pressed steel motor support base. 


wet 4. Each mower will have a neat descriptive colored 
| display tag for you to attach to your floor samples. 


or > Large sxe dlplay poster avaliable on yourveave TORO MANUFACTURING CORPORATION 


AND STAYS SOLD! 








18 INCH 


+3450 


RETAIL 









Also aveilable in « 
21 inch model at 


$98.50 


Write Today for 
Further Information 
















ADD 


TO YOUR 
INCOME 


BY OFFERING A 

tastleed 
LAWN MOWER 
SHARPENING 
SERVICE 





THE IDEAL LAWNMOWER SHARPENER is pesitively the last word in 
lawamower sharpening equipment. Fast and accurate, it replaces 
the eld hand sharpening methed and dees a far better job. Hundreds 
of dependable flardware Dealers offer this service to their cus- 
tomers and make a handsome profit on the side. COMPLETE 
PLANS FREZ! Our free plans shew you hew to establish a 
successful lawnmower sharpening business as 
a part of your present service to customers. 
steres average from $30 to $48 PER 
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For Safe Housecleaning 
Rich “Work-Safe” Ladder 


Sell your customers SAFETY for 
their spring housecleaning. Sell them 
the Rich “Work-Safe” Ladder with 
the wide restful platform for safe, easy 
standing; the “Non-Slip” steps for 
safe mounting and dismounting; the 
handy Pail Holder for the safety of 
suds and cleansers; 
and the rubber 
tipped legs for 
safety against slid- 
ing. 

Write for informa- 
tion today about 


this new ladder to 
make “Work-Safe.” 


RICH LADDER & MFG. CO. 
1007 Depot Street 
Cincinnati, Ohio 
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POULTRY NETTING * 


* THE STRAIGHT-LINE NETTING 
WITH THE GRADUATED MESH 


4 FABRICS IN | 


NOW —a new U. S Poultry Netting 
chat provides poultry-proof protection 
at lowest cost. Combines FOUR fab- 
rics in ONE. Chick-tight at bottom; 
poultry-tight all the way up. Six lower 
spaces only 5/8-inch; next six spaces, 
l-inch; next six spaces, | 3/4-inches; 
remainder, 2-inches. 


Made with straight, parallel line 
wires joined by famous.lock-twist. Rolls 
out flat, cuts easily and without waste, 
stretches perfectly, requires no top- 
rail or baseboard. Ideal for building 
poultry runs. Copper-bearing steel 
wire. Galvanized before or after weav- 
ing. Standard widths: 24, 36, 48, 60 
and 72 inches. 


Produced by the makers of U.S. STRAITLOK, 
the original straight-line poultry netting, and 
U. S. HEXLOK, the improved hexagon netting. 
Ask your jobber or write direct! 


INDIANA 
STCEL & WIRE CO. 


M | ANA 
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Waxer Applicator 


“Eze”—a genuine lambs’ wool self- 


polishing wax applicator with four-foot 
handle. Pad is easily removed for wash- 
ing. Has additional pad underneath 
lambs’ wool to prevent scratching. Made 
in three sizes to retail at 69 cents, 39 





cents, and 25 cents. Wood parts are 
painted red, Cellophane wrapped. Her- 
man’s Novelty Mfg. Co., 185 Clymer St., 
Brooklyn, N. ¥. 





Hot Water Oil Heater 


Spreads heat down and across floor 
through open grille enclosing the fire 
bowl, according to the manufacturer. 





Eliminates need for wicks and leveling. 
Down-draft preheating duct mixes 
super-heated air with oil vapor to form 
a highly combustible oil-gas. Heater 
is entirely filled with flame, radiating 
heat from entire surface. Universal 
Utilities, Crestline, Ohio. 


“Marathon” Lawn Mower 


Streamlining gives this mower an 
ultra-modern appearance. Practically 
all parts, except cutting knives, are zinc 
alloy die castings, to make the mower 
durable yet light in weight. Gears are 
said to run smoothly and quietly and 
wear indefinitely. Has extra-large air- 
cushion tires; large, rubber - covered 
roller, mounted on dust - proof ball 
bearings; tubular steel handle with 
large, comfortable rubber grips. 
Reel runs on heavy duty ball bearings 





with patented self-adjusting device. 
Finished in pastel green enamel with 
chrome trim on handle, shrub guard, 
and hub caps. F. & N. Lawn Mower 
Co., Richmond, Ind. 





Copeland Refrigerators 


The 1940 Copeland line consists of 
a Special and a Deluxe series. The 
Special line has two models, the M-45 
of 4.5 cubic foot capacity. There are 
of 6.7 cubic foot capacity. There are 
four new models in the Deluxe series, 
54-K, 34-KF, 66-K and 66-KF. All 
models come equipped with new quick- 
freezing aluminum evaporators which 
have big ice cube capacities and large 
storage spage for frozen food. The KF 
models come complete with the new 
Copeland “Handi-Keeper” and Deluxe 
food file. The “Handi-Keeper” not only 
slides out for accessibility but stays 
there on the sliding shelf which comes 
with it. There is an aluminum evapor- 
ator door, cut-away shelves, new hard- 
ware, etc. Copeland Refrigeration Corp., 
Sidney, Ohio. 
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Mouldings-Trim Chart 


Macklanburg-Duncan Co., Oklahoma 
City, Okla., manufacturer of “Nu-Art” 
mouldings and trim, announce comple- 
tion of a new wall chart for dealers 





which shows a drawing of each of its 
300 molding, binding, edging and nos- 
ing shapes with each one pictured in 
end view actual size and detail. Chart 
also has attached to it, actual samples 


of the four metals—Alacrome, stainless 
steel, brass and chromium-plated brass 
in which the shapes may be obtained. 
Back of chart shows pictures of many 
installations of molding and trim, and 
gives detailed information as to metals 
in which shapes are obtainable, stock 
lengths, size and uses of all items. 
Dealers may obtain this chart without 
charge. 


Free Gift Order 


This fold-up traveling iron and the 
automatic iron, No. 466/9 are both be- 
ing offered in one package to retail for 
$6.95. Traveling iron has embedded 
type heating element to insure direct 
even heat to full-sized sole plate. Fold- 
ing panel is operated by the simple, 






sleeve-sliding type latch and is said to 
hold iron rigidly. Iron is finished in 
chrome with hand - shaped handle and 
latch button of brown. Regularly re- 
tails for $2.95. The automatic iron has 
a Bakelite fabric control with con- 
venient off position. Brown handle is 
supported in front by three blade 
springs and triple baffle- plate rear 
mounting to keep handle cool. Has 
positive thermostatic control—element 
coils embedded in grooves directly over 
the ironing surface; highly polished 
chromium one-piece shell with large 
surface sole-plate for rapid ironing. 
Standard retail price is $6.95. Knapp- 
Monarch Co., St. Louis, Mo. 





Automatie Push Socket 





No. 945—just one button to push for 
either “on” or “off.” Eagle Electric 
Mig. Co., 59 Hall St., Brooklyn, N. Y. 


Tool Catalog 

Beaver Pipe Tools, Inc., Warren, 
Ohio, has issued a new catalog, No. 40, 
on its complete line and showing many 
new items. 
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Soldering Pots 

Two electrically heated solder pots 
for tinning small electric wires and 
leads have been developed by Lectrohm, 
Inc., 5133 W. 25th Place, Cicero, Ill. 


om ) 





They are designed for individual oper- 
ator’s use in services where only a 
pound or less of solder need be melted 
as requirements demand. Advantages 
claimed for these solder pots are the 
greater convenience they promote in 
tinning wires, and the savings they ef- 
fect not only in a low initial cost but 
also in reduced solder bills. These pots 
are single heat units designed for con- 
tinuous operation. They may be plugged 
into any 110-volt AC or DC outlet. 
Each unit has a cast iron pot of 1% or 
2-Ib. solder capacity mounted on a cad- 
mium plated steel stand. The heating 


element is an inexpensive, quickly re- 
placed Nichrome element. A 6-ft. ap- 
proved cord and attachment plug is reg- 
ularly supplied. 


“| NEVER SAW 


SUCH Value " 


spring you’ll hear it often. 


look. 


THAT’S music in your ears. And if 
you.sell Trump Garden Tools this 


Trump are made of 18 gauge steel, 
with real hard-wood handles. They 
have a MORE-FOR-THE-MONEY 


GARDEN TOOLS 


Though they are priced to sell for 
a trifle, the business you will do in 
Trump won’t be trifling when you 
count it up at the end of the season. 

Your regular jobber will take your 
order. ANIMAL TRAP COMPANY 
OF AMERICA, LITITZ, PENNA. 












CLEVELAND CHAIN 
STANDS THE STRAIN 


Have complete confidence in every 
piece of Cleveland Chain you sell. De- 
pend upon it for full strength, uniform 
quality. Its careful production assures 
user satisfaction. Protect your profits 
by specifying CLEVELAND when 
you order Pound Chain, Log Chains, 
Steel Loading, Liberty Coil, Machine, 
Harness, Buckeye and all other types 
of Welded and Weldless chain. 


THE CLEVELAND CHAIN & MFG. CO. 
CLEVELAND, OHIO 
And Associate Companies 


THE BRIDGEPORT CHAIN & MFG. CO. 
SEATTLE CHAIN & MFG. CO. 
ROUND CALIF. CHAIN CORP., LTD. 


Order From Your Wholesaler 


CLEVELAND 





CHAIN 


FIRST QUALITY SINCE 1869 














New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 

Therefore, if you do not 
find in the current issue of 
the Directory Number the 


product you are interested 


in, write to the “Who 
Makes It” Editor He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St, New York City 


@ 






























Floor Model *“*Kardex”’ 


The Systems Division, Remington 
Rand, Inc., Buffalo, N. Y. has devel- 
oped a new business control system in 
the form of an improved floor model 
“Kardex” unit. The inverted position of 
the “Kardex” cabinet on wheels pro- 
vides ready portability to the execu- 
tive’s desk of up to 1254 records at a 
single time for analyzing the status of 





delinquent ledger accounts, analysis of 
sales records or inventory conditions. 
The slides are easily ejected, by a slight 
pull, and when fully extended drop into 
a flat, horizontal reference or posting 
position. 


Bathroom-Kitchen Accessories 


A complete new ling of bathroom and 
kitchen accessories, finished in sprayed 
baked white enamel, is announced by 
The Autoyre Co. of Oakville, Conn. 
This new Autoyre 2300 line includes a 
wall soap dish (illustrated), tub soap 
dish, faucet soap dish, combination 
tumbler and toothbrush holder, toilet 
tissue holder, 18-in. towel bar, 24-in. 
towel bar, 3-arm towel rack and shelf 
brackets. All the fixtures have the 
same simple, modern design as those in 
the cadmium-plated 2200 line. Spraying 
with a specially durable white enamel 
and baking in controlled temperature 











ovens make the finish of the new Au- 
toyre line wear-resistant. Catalogs and 
display boards with fixtures mounted 
are available on both the 2300 and 2200 


lines. 











“Universal Rangette” 





Provides both oven and surface cook- 
ing from baseboard outlets. Includes 





the “Universal” electric oven, a speedy, 











twin unit “Universal” hot plate, and an 
all-white baked enamel cabinet. Land- 
ers, Frary & Clark, New Britain, Conn. 


“Evinrude Mate” 


Weighs only 10 lbs. and stows away 
anywhere. Has “Streamflow” hooded 
power; speeds up to four miles an hour 

















on boats, and five on canoes. Operates 
10 hours on a single gallon of fuel and 
developes 44 N.O.A. certified brake hp. 
at 4000 r.p.m. Suggested retail selling 
price, $29.95. Evinrude Motors, Di- 
vision of Outboard, Marine & Mfg. Co., 
Milwaukee, Wis. 
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Adjustable 
LOCKING WRENCH 






SUPER - PLIER 
ACTION 
was 


- 


T 
GRIP - OPENS AUTOMATICALLY 
inin 
—— Gaining 





Locks ON recognition by 
hye 
with nanos orr [leaps and bounds 





TAKES THE PLACE OF A 
—— SECOW 


as the 
= cus} WORLD’S GREATEST 












HAND TOOL! 
“TO6CL s Because it does more things 
ue sil ae Easier, Quicker, than any other] CLOSE Quarters 
as tool! Vise-Grip is actually a ANY ANGLE 
. => vise, clamp, super-pliers, open- 


= end wrench, locking wrench, 
HEAVY FORMING. Twisting | pipe wrench, toggle-press—-all in [yrver supso 

BENDING. CRIMPING. ETC [ one! Light, trim, handsome. LOST MOTION 

Powerful ‘‘Double-Lever Ac- 
tion’’ locks jaws down with a 
TON GRIP! Holds anything, any 
shape—Never Slips! 

Made of finest alloy steel. Nickel 
finish. Two sizes—10”, $1.95; 7”, 1] 
$1.65 list. Big dealer margin. 


UNIQUE DEMONSTRATOR 


insures lots of sales. FREE with 
first order of dozen or more Vise- |? PX 
Grips. You will sell more Vise-f 
Grips than any other tool. See your 
jobber salesman or write to factory. 


PETERSEN MFG. CO. p02" 2%,..| 


) DISPLAY 


. jack 
0 
















































The Year ’Round 


Its Many Uses Keep “Black Leaf 40” 
in Season Throughout the Year 


This year more than 4,000 magazines and newspapers 
afe again carrying the story of “Black Leaf 40” to 
every corner of the country. The millions of users 
and potential users are again being reminded of the 
many “Black Leaf 40” uses that make it a year around 
good seller. 

By displaying “Black Leaf 40” constantly, you can be 
sure of getting your share of “Black Leaf 40” sales 
and profits. Check your stock today—be sure you 
have an ample assortment of sizes. If you need fresh 
display material, call your jobber or write us direct. 





TOBACCO BY-PRODUCTS & CHEMICAL CORP. 


INCORPORATED - LOUISVILLE, KENTUCKY 
ARETE RR 
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WARNER ACCURACY TOOLS 


FLOOR SCRAPERS 
with a REAL “BITE” 


Here’s a dandy, with 
handles that afford a full, 
comfortable grip. ‘The 
curved blade is double- 
edged so that when one edge becomes worn it can be reversed. It ig also adjustable, 
and as the blade wears it can be moved forward by merely looseaing the screw 
holding the reinforcing plate. Made in 1 inch, 1% inch, and 2% inch sizes. 












All Steel Welded PUTTY 
KNIFE and SCRAPER 


As strong as if formed from a 
single piece. Both blade and 
handle are of steel and dur- 
ably welded together, making a perfect tool for heavy work and long service; there 
is nothing to loosen up, split or break. The smoothly drawn handles are designed 
just right to fit the hand and are finished in attractive silver-green beked enamel. 
Scraper blade, 3 in. wide, retails 25¢; Putty Knife, 1% in.. retatle 194. 


THE NEW WARNER PAINT MIXER 


Don’t sell poorly mixed » 
paint. The New Warner 
will mix it in a jiffy, 
ready to deliver. and will 
give you many years of 
such service before re- 
quiring attention. It has 
roller bearings through- 
out, runs easily and 
smoothly, and is practi- 
cally noiseless. Will teke 
any size can, from a half- 
pint to a gallon. Has 
H.P. motor. cord 
and socket. 





























WARNER SAFETY RAZOR 
BLADE SCRAPER 
Carry it in your pocket without 
danger of injury. A light push 
with the thumb instantly unlocks 
and puts the blade into working 
position or withdraws it into 
the handle. No screws or nuts to 


er with. 
Ask for Catalog of Tools. 


WARNER MFG. CO., Minneapolis, Minn. 














HERES THE BICCEST 
STORE EQUIPMENT 





ATTRACT TRADE 
INCREASE SALES 


Proven results — more 
store activity comes to the 
dealer who modernizes his 
store with Heller Equip- 
ment. 

Dealers are breaking profit records by Heller modernization. It 
is the magnet that draws the crowds. Heller Equipment is not 
expensive. They soon pay for themselves through increased sales. 
You can buy them on deferred payment plan. Ask for Heller’s 
quotation. You'll be amazed at the low prices. Ask for catalog 


No. 40-A. 
W. C. HELLER & COMPANY 
240 Bryant St. 20 Vesey St. 
Montpelier, Ohio New York City 
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EXTRA PROFIT 
if You Act Now! 





NEARLY 100% MARK-UP—that’s what you get 
if you buy Re d Arrow Garden Spray now, in the 
No. 720 Assortment, at the special pre-season price. 
You make $5.00 on each $10.40 of retail sales. This 
highly concentrated Pyrethrum-Rotenone-Soap spray 
is the only insecticide most home gardeners need 
and most of them know it. Red Arrow is nationally 
advertised in more magazines, to more millions of 
home gardeners, than any other garden insecticide. 
Take advantage of this extra profit opportunity. 
Order Red Arrow from your Jobber now. Or write, 
giving your jobber’s name, for full details. 


THE McCORMICK SALES CO. 
403 Light St., Baltimore, Md. 
McCormick & Co, (Canada) Ltd., Toronto 


RED ARROW 


GARDEN SPRAY 








Year ’Round 
SALES 


CATAPHOTE 
Curb-Side 
REFLECTING 
HOUSE NUMBER 


° 
Two Styles—to retail at 


$00 and $300 
* 

NOMINAL INVESTMENT 
Economical Stock Upkeep 
Frame and Post of heavy, rust-resisting 
steel; finished in high-grade baked 
enamel. Not affected by atmospheric 
conditions or salt air. 





12”x4" 


POST 
20” 


Large reflecting numerals of sharp silver 
with white border are visible at 300 feet 
and readable at 150 feet. They will 
hold their brightness indefinitely regard- 
less of mealies conditions. Numerals 
are individual and easily changed. 

Wire anchor, at bottom of post, locks 
itself into the ground—making pilfering 


difficult. 
SEND FOR 
TRADE PRICES AND LITERATURE 


WESTERN CATAPHOTE CORP. 
TOLEDO, OHIO 
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“Scru-Less” Window Squegee 


This is a one-rubber squegee so con- 
structed that it has the effect of two 
or more rubbers. Has no serews and 
no bars to adjust. Frame is channel 
shape with a deep nib on each side to 
stiffen the frame and thus eliminate 
danger of kinking or bowing. All four 
edges of the rubber are usable. When 
first edge is worn, handle can be re- 
versed. When second edge is worn, the 
thumb screw is loosened, the rubber 
pulled out and reversed. Handle will 
slide to any location on the frame. 
W. E. Kautenberg Co., Freeport, Wl. 


“Paint Remover” 


‘Saf-Te” remover combines high re- 
moving efficiency with absolute safety 
against fire. Said to act fast, stay wet, 
is deep-cutting and to leave no waxy 
residue; no cleaning-up problem. Full 
information regarding it may be ob- 
tained by writing the Wilson-Imperial 
Co., 115 Chestnut Street, Newark, N. J. 


Shear Assortments 


The “Sta-Rite” shear features a posi 
tive oiler-bearing, inserted between 
blades at screw to lubricate both blade 
surfaces with a drop of oil. A colorful, 
easel-back display illustrates six as- 
sorted “Sta-Rite” shears. Two cards 
packed in each compartment. “Ser- 
vice” shears, maker states, have evenly 
hard and sharp-cutting edges, assure 
long life sharpness. Assortment con- 


Electroplating Kit 

This kit, maker states, enables shop 
or home users, without previous experi- 
ence, to electroplate individual articles 
or worn spots on various objects. Plat- 
ing is done with a specially designed 




















1 | 
Go (0! Go! db 


sists of American Pattern Shears mount- 
ed on an attractive counter display 
card, yellow background with red, dark 
blue and black printing. The Acme 
Shear Co., Bridgeport, Conn. 


brush through which an electric cur- 
rent passes. Metals which can be plated 
are nickel, cadmium, silver, gold, cop- 
per, tin, and zinc. Rapid Electroplating 
Process, Inc., 1414 S. Wabash Ave., 
Chicago. 
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AS REPRESENTED 
ON CONTAINER 











OF 
bone APPROVAL 
ON 


CERO-MEATO 


TESTED DOG FOOD 

has been granted by The American Veterinary Medical Association 
ard The American Animal Hospital Association Committee on 
Foods composed of three veterinarians experienced in the care and 
feeding of dogs, following the favorable appraisal of test data by 
The Advisory Scientific Council consisting of five eminent author- 
ities on animal nutrition associated with four leading universities in 
various sections of the country. That means K F S Cero-Meato 
is good. 


USED 35 YEARS IN KENNELS 


Write us for 
sample feedings 
and analyses. 


which means 35 
vears of practi- 
cal testing by 
many owners of 





valuable show PACKED IN 
logs. 
or 10 LB. 
These are two 25 LB. 
reasons why 
K FS Cero- oo 
Meato will build 100 LB. 
more Dog Food 

PACKAGES 


business for you. 


THE KENNEL FOOD SUPPLY CO. 
FAIRFIELD CONN. 











Just One Insertion | 


Sold This Hardware Store 


A well established hardware dealer wanted to sell 
his business. He ordered a fifty-word advertise- 
ment inserted in four issues of the classified 
section, under 











Business Opportunities 
In Hardware Age 


After one insertion he wrote us: 






"The ad appearing in your Hardware 
Age brought so many results, that the 
store is sold, and it is not neces- 
sary to issue any more. The inquiries 
came in, in more than a sufficient 
amount for me to decide my moves." 








Just another example of how the classified sec- 
tion of HARDWARE AGE brings quick, tangible 


results to advertisers. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 
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“MILORGANIZE”’ 


Your. Lawn and Garden Trade 
... for DOUBLE SATISFACTION 



















From your standpoint — MILORGAN- 
ITE sales build up into fast-growing, 
profitable volume — once your cus- 
tomers know about this remarkably 
efficient, complete lawn and garden 
fertilizer. 

From the user’s standpoint — Both 
amateur and expert gardeners vote 
it “tops” among fertilizers. One ap- 
plication of this easily applied, ex- 
ceptionally clean organic fertilizer 
lasts through an entire growing 
‘} season—-promoting continuous, 
healthy growth. Does not burn, is 
always granular and dust-free, long- 
lasting in effect, easy and pleasant 
PACKED IN 25-, to use. For full details write: 


50- AND 1 -Ib. 
vi THE SEWERAGE COMMISSION 
SIFT-PROOF BAGS MILWAUKEE ° WISCONSIN 


WITH DIRECTIONS 


MILORGANITE 





sewt 


vanwaunee, #18 






2 me 















is the IDEAL LAWN & GARDEN FERTILIZER 











Clinker Tongs —4 


Fire Hooks D 


Pokers 








Back Up Wrenches 


Clinker Hooks 


- FARRELL- CHEEK - 


KAD 


CLINKER TONGS 
SLICE BARS 
ASH HOES 
CLINKER RAKES 


CLINKER PICKS 
LINKER HOOKS 
BACK-UP WRENCHES 

FLUE BRUSHES 


sturdily constructed, Farrell-Cheek tools are built ¢ 

jive years f severe usage and des gned to meet pra 

tical service requirements They are efficient easy ¢ 

handle and very rigid to withstand abuse. All tools are 
nstructed f durable ast steel with welded f 


puplings 


FARRELL-CHEEK STEEL CO. “onic 
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Our national advertising sends you new 
buyers for Handee, who become year-around 
regulars for accessories. 


Be sure to have this attractive Demonstra- 
tor on your counter—a steady profit maker 
it will pay you to keep right out in front. 
Requires only 2 sq. ft. space. 


Handee is the original tool of its type and 
the leader today. More of them in use than 
all other makes combined, by mechanics, 
repairmen and hobbyists everywhere, be- 
cause of precision performance, unequalled 
smoothness and safe speed. 


Standard Model $10.75 with 3 Accessories. 
De Luxe Model $18.50 with 6 Accessories. 
Ultra de Luxe Set (De Luxe Handee and 27 
most popular Accessories in metal carrying 
case) $25.00. 

Always have a sufficient stock of Handees 
and Accessories on hand to take care of 
orders promptly. 

Write for Special Deals and Full Information 
on Accessery Counter Case. 


CHICAGO WHEEL & MFG. CO. 
Makers of ty Preducts for 40 Years 
1101 W. Monroe St. Dept. HA, Chicage, ti. 


LARGE STOCKS... 
UNIFORM HIGH QUALITY 
IMMEDIATE SHIPMENT 


Principal products include — Alloy 
Steels, Tool Steels, Stainless Steel, Hot 
Rolled Bars, Hoops and Bands, Beams 
and Heavy Structurals, Channels, 
Angles, Tees and Zees, Plates, Sheets, 
Cold Finished Shafting and Screw Stock, 
Strip Steel, Flat Wire, Boiler Tubes 
and Fittings, Mechanical Tubing, 
Rivets, Bolts, Nuts, Washers, etc. Write 
for Stock List. Joseph T. Ryerson & 
Son, Inc., Chicago, Milwaukee, Detroit, 
Cincinnati, Cleveland, Buffalo, Boston, 
St. Louis, Philadelphia, Jersey City. 

























Coming Conventions 
and Events 


Corrected each issue 
according to latest data 


Alabama, The Retail Hardware As- 
sociation of, convention and _ exhibit, 
May 14-16, 1940, at the Tutwiler Hotel, 
Birmingham, Ala. J. H. Crowe, 410 
N. 2Ist St., Birmingham, is association 
secretary. 


American Hardware Manufactur- 
ers’ Assn. meeting jointly with the 
Southern Hardware Jobbers Associa- 
tion, the latter’s Golden Anniversary 
Convention, April 8-11, 1940, at Palm 
Beach, Fla. Headquarters, Palm Beach 
Biltmore and Whitehall Hotels, Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary-treasurer of the 
manufacturers’ association. T. W. Mc- 
Allister, 1020 Grant Bldg., Atlanta, Ga.. 
is secretary of the southern jobbers 
association. 


Carolinas, Hardware Assn. of, June 


11-13, at the Francis Marion Hotel. 


Charleston, S. C. A. R. Craig, 407-11 
Commercial Bank Boilding, Charlotte, 
N. C., is secretary-treasurer. 


Georgia Retail Hardware Associa- 
tion, annual convention tentatively set 
for May, 1940, at Atlanta. Specific data 
not yet available. Robert K. Boswell. 
Box 977, Atlanta, is association secre- 
tary. 


Golf Tournament of the Eastern 
Hardware Golf Assn., June 6 to 8, 1940. 
at the Cavalier Hotel, Virginia Beach. 
H. L. Gilliam, The Wood Shovel & Tool 
Co., 9 Rockefeller Plaza, New York 
City, is secretary-treasurer. 


Illinois Retail Hardware Association, 
convention and exhibit, Feb. 27-29, 
1940, at the K. C. Hall, Springfield. 
C. G. Gilbert, 1155 Merchandise Mart, 
Chicago, is association secretary. 


Louisiana Retail Hardware and Im- 
plement Association, June 20-21, 1940, 
at the Hotel Bentley, Alexandria, La. 
David O. Mansfield, Alexandria, is as- 
sociation secretary. 


Mississippi Retail Hardware and 
Implement Association convention, June 
10-11, 1940, at the Markham Hotel, 
Gulfport, Miss. David O. Mansfield, 
P. O. Box 1696, Jackson, Miss., is as- 
sociation secretary. 


National Contract Hardware Assn. 
will meet in Chicago, IIl., Sept. 24-26, 
1940. 

National Retail Hardware Asso- 
ciation, 41st annual Congress, July 15 
to 18, 1940, at the Hotel New Yorker, 
New York, New York. Rivers Peterson 
is managing director of the association 
with headquarters at 915-935 Security 
Trust Bldg., Indianapolis, Ind. 


National Washer-Ironer Week, 
Oct. 19-26, 1940, sponsored by the 


American Washer and Ironer Mfrs. 
Association, Chicago, II]. 


New England Hardware Dealers’ 
Assn., convention and exhibit, Feb. 27- 
29, 1940, at Statler Hotel, Boston, Mass. 
Hubert A. Meier, 140 Federal St., Bos- 
ton, is association secretary. 


North Dakota Retail Hardware As- 
sociation, convention and exhibit, March 
5-7, 1940, at Memorial Building, Bis- 
marck. Louise J. Thompson, Grand 
Forks, N. D., is association secretary. 


Packaging Exposition and Confer- 
ence, 10th annual, March 26 to 29, 
1940, at the Hotel Astor, New York 
City. Sponsored by the America Man- 
agement Assn., 330 W. 42nd St., New 
York City. 

Pennsylvania and Atlantic Sea- 
board Hardware Association, conven- 
tion and exhibit, Feb. 26-29, 1940, at 
Philadelphia, Pa. Headquarters, Ben- 
jamin Franklin. Sessions and exhibits 
at Convention Hall. W. Glenn Pearce, 
400 N. Broad St., Philadelphia, is asso- 
ciation secretary. 


Pennsylvania Wholesale Hard- 
ware & Supply Association, annual 
spring meeting, March 21-22, 1940, at 
the Hotel Astor, New York City. 
Samuel B. Smith, Steinman Hdwe. Co., 
Lancaster, Pa., is secretary of the as- 
sociation. 


South Dakota Retail Hardware As- 
sociation, convention and exhibit, March 
12-14, 1940, at Sioux Falls. Headquar- 
ters, Cataract Hotel. Sessions and ex- 
hibit at Coliseum. Earl Erlandson, Cot- 
tonwood, is association secretary. 


Southern Hardware Jobbers’ As- 
sociation Golden Anniversary conven- 
tion held jointly with the American 
Hardware Manufacturers’ Association, 
April 8-11, 1940, at Palm Beach, Fla. 
Headquarters, Palm Beach Biltmore and 
Whitehall Hotels. T. W. McAllister, 
1020 Grant Bldg., Atlanta, Ga., is sec- 
retary of the southern jobbers’ associa- 
tion. Charles F. Rockwell, 342 Madison 
Ave., New York City, is secretary of 
the manufacturers’ association. 


Triple Mill Supply Convention, 
April 22-24, 1940, at the Adolphus 
Hotel, Dallas, Tex., comprising the 
Southern Supply & Machinery Distrib- 
utors’ Association, secretary, Alvin M. 
Smith, Smith-Courtney Co., Richmond, 
Va.; National Supply & Machinery Dis- 
tributors’ Association, secretary, H. R. 
Rinehart, 505 Arch St., Philadelphia, 
Pa., and the American Supply & Ma- 
chinery Manufacturers’ Association, sec- 
retary, R. Kennedy Hanson, 1108 Clark 
Bldg., Pittsburgh, Pa. 
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IT DOES EVERYTHING BUT TALK 
Waller's 
QUICKVISE 


BEST from Every Angle 


* ba ad adjustable at any 
2 ne yy in a jiffy to any 


Changed in a * age to a 
convenient clam 

Lowers out of the way when 
not in use 

Easy to carry from job to 


jo 
Husky frame for long nard 


usage 
Priced to leave plenty in any 
purse 
$2.00 
LIST 
Because it's indispensable in any 


tool kit. It's indispensable in 
any hardware stock. 


EMCO MANUFACTURING CO. 
784 GLADYS AVE. See your Jobber LOS ANGELES 





WHOLESALE SEEDS 
ORDER a Display Case of Page’s 
Tested and Dated Seed Packets 


on our 


SALE AND RETURN CONTRACT 


Selected and Tested Varieties of Field, Vegetable, and Flower 
Seeds. Onion Sets, PA-SE-CO brand Seed Corn 


Write for FREE GARDEN GUIDE and WHOLESALE PRICE 
LIST for 1940. 


THE PAGE SEED COMPANY 


P. O. BOX B-3 GREENE, N. Y. 
“At Your Service Since 1896” 














display stand 


FREE 


gust buy 8 dozen 
ib Cross TACKS 
from your yobber 


CROSS : 


EAST JAFFREY,N.H. 


*xWE HELP YOU 



















incorrect addresses and duplications. 













THE STYLE 
SENSATION of 1940 








—the culmination of over 63 
years experience in building of 
fine bicycles. 


Write today for details of Ameri- 
ca’s most popular, fastest selling 
line of bicycles. 
THE WESTFIELD 
MANUFACTURING COMPANY 
Westfield, Mass., U. S. A. 














New Business Opportunities. sia 


THE TRUE TEMPER TAPER FORGED SHOVEL 
THE TRUE TEMPER DYNAMIC HAMMER 
THE TRUE TEMPER TOMMY AXE 


Have set new highs... in buyer preference 
..in sales... because of tremendously 
improved design... utility... value. 


For your profit’s sake... be the first to display and promote 


TRUE TEMPER Propbucts ‘ 














A Complete Line for the Hardware Store 


SANDPAPER and 
SHARPENING STONES 


ALL GRITS - ALL GRADES - ALL SIZES 


Specially Packaged For 
Easy Handling And Quick Sales 


Order from your jobber, or write to 








We address and mail your sales promotion material to Hardware Jobbers and Hardware Retailers, 
whose names and addresses are right up to the minute in correctness. 

Consequently we lay the foundation for a successful Direct Mail Sales Promotion Campaign for you. 

Also we save you considerable sums for postage and promotion material by eliminating dead names, 


Likewise, your campaigns are assured 100% effectiveness by reaching verified hardware jobbers and 
hardware retailers—not a collection of unverified miscellaneous names. 


Write for details 
HARDWARE AGE DIRECT MAIL ADDRESSING DEPT., 239 West 39th Street, New York, N. Y. 


rs CATALOGS - BROADSIDES - CIRCULARS - LETTE 
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Abrasive Products, Inc., South Braintree, Mass. 


ABRASIVE &# PRODUCTS 





SELL BY MAIL* 




















109 





a 


No. 2 


Blue Ribbon 
Glass Cutter 


Wheel Guard = and 
Oiler prevents cutting 
wheel from becoming 
rusty, sticky, or 
nicked in customer’s 
tool chest. Blue Rib- 
bons cut any kind of 
glass any time! 


Send for catalogue 
and prices 


WM. L. BARRETT CO. 


Bristol, Conn. 








“TATE: 


Line of Fast Sellers 
Picture Hangers, Coil Wire, Cup 
Hooks, Master Keys, Drapery Hooks, 
Mirror Clips, Mop Heads, ete 


Send for Circulars and Prices. 


E. H. TATE CO., Boston, Mass, U.S.A. 


Sales Offices also in: 








Chicago New York Los Angeles 








PRIEST'S CLIPPERS 
A Complete 


Line— 


Ask 
Your Jobber 
75 Years' Reputation in the Trade 
AMERICAN SHEARER MFG. CO. 


NASHUA, N. H. 














DENISTON 
“Leeds NAILS 


Drive Screw Shank gives powerful 
grip. Lead under the head and down 
the shank plugs hole around the nail 
to form weather-proof lead seal. Nail, 
lead and sheet solidly locked together 


by “bump”... Send for samples. 
4840 South 


The DENISTON Co. Wester: Ave. 



















SCRU-LESS 
WINDOW 
CLEANERS 


Bingle rubber equal to two or more. Use 
all four edges of rubber. Sliding handle. 
No screws. y 
We also make lawn rakes, mop sticks, ( 
suction washers, rat traps, ete. 
Send for circulars and prices. Territory 
open for a few more good commission 
salesmen. 
W. E. KAUTENBERG CO. 
FREEPORT, ILL. 


} 














The “WHO MAKES IT ?”’ issue of 
HARDWARE AGE enables you to 


quickly locate sources of supply and 


helps you answer many questions re- 


garding brand names, products, etc. 


Florence, S. C.: Who makes 
Grizzley bibb washers? Schofield 
Hardware Co. 

ANSWER: Kirkhill Rubber Co., 
811 W. 58th St., Los Angeles, Calif. 


Chicago, Ill.: Who makes the Lin- 
coln farm gates? Midwest Hardware 
Ce. 

ANSWER: J. R. Clark & Son, 
Lexington, Ky. 


Sacred Heart, Minn.: Who makes 
the Decorah windmill? Nordstrom 
& Sagnes 

ANSWER: Challenge Co., Bata- 


via, Illinois. 





Grand Rapids. Mich.: Who makes 
the Jiffy sash springs? Meyers Hard- 
ware Co. 

ANSWER: Metalvent Corp., 4020 
N. Port Washington Ave., Milwau- 


kee, Wisc. 


San Juan, P. R.: Who makes the 
Nu-Dell fruit juice extractor? B. 
Ferrer. 

ANSWER: Nu-Dell Mfg. Co. Inc., 
501 W. Huron St., Chicago, Tl. 


x 


Brooklyn, N. Y.: Who makes the 
Quirk renewable flashlight batter- 
ies? A. Westreich Co. 

ANSWER: Quirk Battery Co., 
Highland Park, II. 
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MAKES IT?” 


Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 


sented as an aid to others in the trade who may be seeking the 


same articles. The inquiries reproduced have been selected be- 


cause of their general interest to hardware merchants and buyers. 


This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


Easton, Md.: Who makes the Mar- 
vel broom holder? Shannahan & 
Wrightson Hdw. Co. 


ANSWER: K. D. Stewart,- 16773 
Warwick Rd., Detroit, Michigan. 


New Rochelle, N. Y.: Who makes 
Club Aluminum Ware? A. Librett. 
Inc. 


ANSWER: Club Aluminum Prod- 
ucts Co., 1238 Fullerton Ave., Chi- 


cago, Il. 


Panhandle, Texas: Who imports 
Haliford fishing lines? Lewis Hard- 
ware Co. 

ANSWER: Wm. Mills & Son, 21 
Park Place, New York. N. Y. 


Tuscaloosa, Ala.: Please furnish 
address of Beall Bros. Supply Co. 
Sewell Hdw. Co. 


ANSWER: Alton, Illinois. 
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Campbelltown, Pa.: Please furn- 
ish address of the Nelms & Rowan 
Co., manufacturers of brushes. A. 
M. Brandt. 

ANSWER: 407 Commerce Street, 
Philadelphia, Pa. 


Valatie, N. Y.: Who makes Slice- 
a-Slice bread slicer? Geo. M. Dun- 
ham. 

ANSWER: Aldon Products Co., 


Duncannon, Pa. 


Ottawa. Kans.: Who makes the 
Gits-Nife? Guaranteed Products 
Co. 

ANSWER: Gits Bros. Mfg. Co.. 
1846 S. Kilbourn Ave., Chicago. Ill. 


New York, N. Y.: Who makes the 
Bauer door periscope? L. Schein & 
Son, Ine. 

ANSWER: Home Protector De- 
vice Corp., 537 E. 182nd St.. New 
York, N. Y. 


DOUBLE X, the star of them all... 
the “white magic” that has taught 
America to “do over” its own floors. 
Nationally advertised! Order from 
your jobber! Schalk Chemical Co., 
Los Angeles and Chicago. 


Floor Cleaner} | 


pin. 
DOUBLE ACTION, 
S 7m 


X“removes” ‘, 
Xbleaches % 





i lt 


PS— Don't forget Schalk has 


three other star-performers: Sava- 
brush, Schalk’s Crack Filler, Waxoff. 


National 


HARDWARE 


HE line of builders’ hard- 
ware built to one high 
uniform standard of quality. 
The, assortment of products 
is so extensive that all of the 
requirements of the trade are 
adequately met. 











The finest materials used in 
construction dre fashioned 
into hardware which is both 
modern in design and efhi- 
cient in working simplicity. 
Send for the new National 
catalog; yours for the asking. 


The following are big sellers: 
Sliding Door 
Hangers 


Garage Door 
Hardware 


Door Latches 


Strap and Tee 
Hinges 





° 
Screen Hardware 




















National Manufacturing Co. 
~ STERLING - - + ILLINOIS 





ill 

















Chassihied Opportumitien Section... 











Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





[ Chamified Adwentining Rater | 

















Help Wanted. Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $3.00 
All capitals, maximum, 50 words.... 4.00 
Each additional word......... .06 


Positions Wanted 
(Special Rate) set solid, maximum, 
i  eadénctscotcctdvaccen de .50 
Each additional word .............. 01 
Allow Seven Words for Keyed Address or Your Address 


BOXED DISPLAY RATES 


GUS BUN nasdésnecncess 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 





HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St.. New York City 














| Positions Wanted | 





Posttiows Wanted | 


[Positions Wanted | 



























































HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 








. WANTED—A HEART. 
{Somewhere in this vast country there must be an 
(executive who knows what it means to come up 
qt ranks and can use such a young man 
qi with 10 years of sound practical experience. . 

ated his own metal manufacturing plant for 4 
year, sold th: 


offer ample security, initiative, aggressiveness and 

future possibilities. A record my business ex- 

Dertence a ‘erences available. Desire to locate 

with live manufacturing firm in East. 

Address Bex D-819. ears of HARDWARE AGE, 
239 W. 39th St., N. Y. City 














GENERAL HARDWARE MAN WITH 
EIGHT years’ experience. Manager of two 
retail hardware stores for seven years. Thirty-six 
years old. Prefer work in San Francisco Bay 
area, Northern California, or Arizona. A-1 refer- 
ences. Address Walter C. Miller, 1820 Clemens 
Road, Oakland, California. 





20 YEARS’ EXPERIENCE RETAIL AND 
Wholesale selling of Hardware, Housefurnishings, 
Toys, Paints, Builders’ Hardware, Electrical, 
Plumbing, Factory, Mill Supplies, Sporting Goods, 
Radios—experienced window display, store de- 
partmentizing, showcard and sign work. Willing 
to locate anywhere for a steady and permanent 
position at a reasonable offer. Available at once. 
Address Box D-784, care of Harpware Acz, 239 
'W. 39th St., N. Y. City. 


SALESMAN, MIDDLE AGE, THOR. 
OUGHLY ACQUAINTED with all hardware and 
houseware trade in New York State and North 
Eastern Pennsylvania desires connection with good 
company. If your product has some distribution 
and can be developed, I will consider a com- 
mission proposition. If a new product that re- 
quires missionary work, I will need a small ex- 
pense allowance arrangement. I have been selling 
‘kitchen utensils to hardware trade since 1933. 
Have a very good record and can offer references. 
A satisfactory volume assured for the right line 
Address Box D-843, care of Harpware Ace, 239 
W. 3%th St., N. Y. City. 











HARDWARE MAN WITH 27 YEARS’ EX- 


PERIENCE with one store secks position where 
intelligent, faithful service is appreciated. Good 


salesman with 


thorough knowledge of builders’ 


hardware, locks, levels, nails, stoves and ranges, 
chain link fence, screen wire, hand pumps, tin, 
and general hardware. Address Box D-818, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





SALESMAN WELL ACQUAINTED WITH 


THE hardware trade in New England desires 
connection with well-rated manufacturer selling to 
or through the jobber or direct to the retail trade. 
Age 32, married, best of references. Salary and 
expenses preferred but good commission basis 


acceptable. 


Address—B. C. Sweeney, 441 River- 


side Drive, Lawrence, Mass. 





YEARS in 
well-known 
good reason. 
the hardware business. 


BUYER WHOLESALE HARDWARE: 18 
charge of buying with successful 
concern. Considering change for 
Splendid record as producer. Know 
Best of references. Age 


49. If interested in thoroughly experienced buyer 


—write. 
Acz, 239 W. 


Address Box D-836, care of Harpware 
39th St., N. Y. City. 





ENCE 


SALESMAN, TWELVE YEARS’ EXPERI- 
COVERING hardware, building and 


sporting goods trade Southern New York State, 
desires position with manufacturer, or specialty 


man for jobber. 


Have also covered South and 


Central West, eight years, for bicycle and mo- 


torcycle 


manufacturer. Single, middle aged. 


References. Address Box D-793, care of Harp- 
ware Ace, 239 W. 39th St., N. Y. City. 





SALESMAN WITH TWENTY YEARS’ EX- 


PERIENCE selling the retail and wholesale trade, 
wishes to represent an established manufacturer 


in Texas, Louisiana and Oklahoma. 


Can furnish 


references as to sales ability and dependability. 


Acquainted with Hardware, Mill 
Plumbing Trade. 
dress Box 


Supply and 
Available immediately. Ad- 
D-847, care of Harpware Ace, 239 


W. 39th St., N. Y. City. 





be available April 
fifteen years 


MAN YOU’RE LOOKING FOR will 
ist or sooner who knows his 
housefurnishing experi- 


THE 


hardware, 


ence, formerly in his own business, qualifies him 


to manage your retail establishment. 


Have many 


tried and proven ideas that should produce and 


hold business. 


Christian, married, in the thirties. 


Excellent knowledge modern merchandising includ- 


ing buying, selling, displaying, etc. 
position, within 300 miles 
ability, 
desired. 


Permanent 
ew York City, where 
initiative, plus the will to succeed is 
Address Box D-858, care of Harpware 


Ace, 239 W. 39th St., N. Y. City. 


WHOLESALE HARDWARE COMPANY 
LIQUIDATED. Salesman wants connection 
Western Pennsylvania, Eastern Ohio and West 
Virginia territory. References from principal 
customers. Forty years of age, college education 
Address Box D-846, care of Harnpware Ace, 239 
W. 39th St., N. Y. City. 





ACCOUNTANT-BOOKKEEPER, | OFFICE 
MANAGER WITH 10 years’ experience in the 
wholesale hardware and el supply fields 
seeks a connection with a reputable manufactur- 
ing or jobbing organization. Capable « taking 
complete charge, preparing tax returns, finan 
statements, cost records, systematizing. Ad- 
dress Box D-792, care of Hanpware Acs, 239 
W. 39th St., N. Y. City. 





BUYER, WHOLESALE HARDWARE 10 
YEARS’ experience in automotive, radio, elec- 
trical, cutlery, paints, sporting goods, household 
supplies, tinware, enamelware, etc. e traffic 
and cost. Electrical and mechanical manufactur 
ing. Age 31. High school graduate, attended 
business college. Now employed, wants position 
with future. Go anywhere. Address Box D-839, 
care of Harpware Acz, 239 W. 39th St., N. Y. 
City. 





MANUFACTURERS’ REPRESENTATIVE- 
15 YEARS EXPERIENCE, selling Automotive 
Jobbers, Chain Stores, etc., sa line such as 
Hardware Specialties, Tools, Fishing Tackle, 
Sporting Goods, etc., now being desired by buy 
ers who are seeking additional lines to increase 
their volume. Territory New York, New Jersey 
and Connecticut. Commission. Address Box 
D-842, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





PURCHASING AGENT, 7 YEARS’ EX- 
PERIENCE with 3 large wholesale hardware 
concerns, 3 years’ experience in the manufacture 
of tinware, electrical appliances and equipment, 
gears and other mechanical equipment. Familiar 
with motor rewinding and factory maintenance, 
also construction. Private school graduate, some 
business schooling. Position wanted with future. 
Age 31. Address Box D-840, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 





DO YOU NEED A SPORTING GOODS 
buyer or salesman? 35 years young, married, 
have had 10 years’ experience selling builders 
hardware, guns, ammunition, fishing tackle, 
cutlery, for large wholesale hardware house. 
Presently employed, desire to become associated 
with reputable manufacturer or wholesaler. Am 
qualified to manage large department in retail 
store. Address Box D-832, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 











Samples of Merchandise, Literature, Catalogs, ete., will not be forwarded unless accompanied by full 


postage for remailing. 
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| —s Accounts Wanted 














ACCOUNTANT WITH MANY YEARS EX- 
PERIENCE in line, prepares Federal and New 
York State Income Taxes. Bookkeeping arrange- 
ment also made on weekly, monthly, or quarterly 
basis. Conscientious service. Reasonable rates. 
Address Box D-852, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 





F BUILDERS’ HARDWAREMAN, EXPERI- 
ENCED ARCHITECTS’ PLANS and _specifi- 
cations all types jobs; familiar leading mans- 
facturers’ lines, capable department manager, ac- 
curate on details and template work. Prefer con- 
nection with retail distributor. Address Box 
D-837, care of Hanpware Acz, 239 W. 39th St., 
N. Y. City. 





20 YEARS’ EXPERIENCE IN THE retail 
and wholesale hardware. Experienced in general 
hardware, honsefurnishing, mill supplies, especially 
tools, both buying and selling. Wishes to locate 
with a retail or wholesale house. Sincere and 
honest worker; married, locate anywhere. Inter- 
view appreciated. Address Box D-854, care of 
Harpware Acr, 239 W. 39th St., N. Y. City. 





ASSISTANT TO EXECUTIVE, ATTORNEY, 
25, familiar with the legal details ‘connected with 
manufacturing and merchandising, conversant 
with federal and state trade laws, wants position 
where legal and business talents can be combined. 
Graduate of University of Chicago Law School. 
Address—R. J. Sapien, 1759 W. 94th St., Chi- 
cago, Illinois. 





HARDWARE MAN, 24 YEARS OF AGE, 
5 years’ experience, inside salesman, selling gen- 
eral hardware, metals and construction hardware; 
also experience in window dressing and office 
routine. References. Reasonable salary. Avail- 
able at once. Drive own car. Will locate any- 
where. Address Box D-857, care of Harpwart 
Ac, 239 W. 39th St, N. Y. City. 





MANUFACTURER’S REPRESENTATIVE 
DESIRES A LINE for the St. Louis area and 
surrounding territory. Trade covered—hardware, 
drug, furniture, variety jobbers, department stores 
and direct buyers among the better retail dealers. 
Well acquainted with the buyers for premium 
items. Have a car. Can furnish A-1 refer- 
ences. Address Box D-833, care of Harpware 
Acz, 239 W. 39th St, N. Y. City. 





HARDWARE MAN—EXPERIENCED IN— 
WHOLESALE and Retail Hardware—Buying 
and Office Management — General Hardware, 
Plumbing, Housefurnishing, Farm and Garden 
Implement lines. Manager retail hardware store 
past seven years. Prefer work within sixty mile 
radius of New York City. Address Box D-838, 
ome of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 





HARDWARE MAN THOROUGHLY EX- 
PERIENCED IN retai! hardware, paint, glazing, 
window trimming, store display, desires position 
with retail firm interested in sales promotion 
through better display in windows and _ store. 
Glad to prove worth by trial. Honest, reliable, 
active, employed. Age 50. Interview desired. 
Address Box D-851, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





HARDWARE SALESMAN, 21 YEARS OF 
AGE, single, energetic and ambitious, desires 
position. Experienced hardware, paint, plumbing 
and housefurnishing lines, also gas range field, 
and electrical appliances. Can drive if neces- 
sary. Desires position with future and oppor- 
tunity for advancement. New York or Brooklyn 














— 
SIDE LINE SALESMEN ACCOUNTS WANTED 
WANTED Salesman with more than 30 years’ experience sell- 
To salesmen now calling Hardware, Variety and ing hardware, tools and allied lines to wholesalers, 


retailers and mill supply distributors in the Metro- 
politan New York area secks one or two non-con- 
flicting lines for that territory. References available. 


Address ™~. D-835, eare of HARDWARE AGE, 
9 W. 39th St., N. Y. City 














SALESMEN FOR HARDWARE, AUTOMO- 
TIVE. ELECTRICAL Jobbers and retailers. 
Amazing patented screw-holding screw drivers! 
Big commissions, quick repeats. Address Mfr., 
7043 Journal Bldg., Boston, Mass. 





MANUFACTURERS’ AGENT WITH 
STRONG FOLLOWING in Montana and Wyom- 
ing among hardware stores, drug stores and elec- 
tric stores, desires to represent Manufacturer on 
c basis. Twelve years’ experience in 





WANTED — SALESMAN, ALL’ TERRI- 
TORIES, TO sell high-grade paint and varnish 
remover as side line only. Splendid opportunity 
for those contacting paint and hardware dealers 
and jobbers. Liberal commission. Address— 
The Chemical Products Company, 1601 Warner 
Street, Baltimore, Maryland. 





SALES REPRESENTATIVES WANTED 
TO COVER various states to handle —- 
line of plumbing, heating brass goods and spe- 
cialties, as a side line or full time on a com- 
mission basis. Write full particulars and terri- 
tories wanted. Address Box D-853, care of 
Harpware Acr, 239 W. 39th St., N. Y. City. 





AVAILABLE: SPRING LINE OF METAL 
and lawn chairs, sun tan cots, etc. Also, 
chairs and hammocks and insulated picnic 

boxes. Exclusive territory. No accounts. 

Commissions paid promptly. Tell us your main 

line. State territory i cover and how often. 

aw > The Walter Kraus Company, Wood- 

side, N. 





SALESMEN: TO CALL ON JOBBERS, 
dealers, contractors, commercial consumers for 
established manufacturer of complete line of high 
grade floor maintenance and finishing materials, 
also automotive polishes and cleaner. Part or 
full time. Liberal commission. Apply by letter 
only. Address W. R. Wakefield, 5134 Lancaster 
Avenue, Philadelphia, Pa. 





MANUFACTURER’S SALES AGENT 
WANTED TO CALL on either Electrical or 
Hardware Jobbers and dealers, lighting fixture 
manufacturers, sign and display manufacturers, 
to sell our line of electrical wiring devices on 
commission basis. Territory open Southern, also 
Maine, New Hampshire, Vermont and Michigan. 
Address Box D-841, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





lumber yards, industrials, etc. 
tractive and complete, with several fast-selling 
specialty items. 
fidences respected. 
pany—Manufacturers since 1919—Baltimore, Md. 


PAINT SALESMEN—GOOD OPENING 
FOR 2 qualified men with some paint following 
among the jobbers, dealers, mill supply houses, 
The line is at- 


Side line men considered. Con- 
Address—The White Com- 





retail hardware dealers for ay A competitive 


Wyoming and Montana also open 
missions payable semi-monthly if desired. wv 
ditional commission on initial orders from new 





preferred. Address Box D-855, care of Harp- 
ware Aor, 239 W. 39th St., N. Y. City. 


accounts. Address—Goodrich, 1500 W. Madison 


SALES _ REPRESENTATIVES WANTED: 
MEN ALREADY covering territory with non- 
conflicting lines calling on wholesale and major 


quality line of grinding wheels and sharpening 
stones as side line on commission basis. States 
east of Mississippi River except New York Met- 
ropolitan District and Memphis. ago ee Utah, 


St., Chicago, Illinois. 








this territory. Proven large producer. A-1 ref- 
Address Box D-845, care of Harpwarr 





erences. 
Ace, 239 W. 39th St., N. Y. City. 
MANUFACTURERS’ REPRESENTATIVE 


CALLING ON THE hardware and mill supply 
trade in Pennsylvania, Maryland, Delaware, and 
District of Columbia desires a line of tools or 
hardware specialties on commission basis. Have 
been covering above territory since 1924—well 
established. Best of references. Personal inter- 
view preferred. Address Box D-810, care of 
Harpware Acz, 239 W. 39th St., N. Y. City. 





SALES REPRESENTATIVE DESIRES AN 
OTHER GENTILE important connection to go 
along with present line. Have had considerable 
years of experience selling to the automotive. 
drug, hardware and paint jobbers; chain and 
department stores. Territory—District of Colum 
bia (Headquarters), Maryland and _ Virginia. 
Commission basis. References. Address Box 
D-849, care of Harpware Acre, 239 W. 39th St., 

. City. 








[ Business Opportunities | 


FOR SALE, SHEET METAL and heating 
shop, well equipped, established for 40 years, in 
City over 100,000. Old age, wishes to retire, a 
real opportunity. Don’t write unless you mean 
business. Address Box D-844, care of Harpwarr 
Ace, 239 W. 39th St., N. Y. City. 











WANTED TO BUY FOR CASH, if properly 
located. Established retail hardware store in a 
town of 5,000 or over; situated in southern 
Michigan, northern Indiana, or Ohio. Doing 
volume of $30,000 or over. All information strict- 
ly confidential. Address Box D-856, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





FOR .SALE—ESTABLISHED, PAYING 
AND up-to-date hardware, paint and house: 
furnishing store in Central Pennsylvania. Town 
about 4,000 with large er ny farming 
trade. New fixtures and good, clean stock thaf 
can be bought reasonably. Owner expects to 
retire from business. Address Box D-829, care 
of Harpware Acer, 239 W. 39th St, N.Y. 
City. 





FOR SALE—BEST HARDWARE  BUSI- 
NESS in Northern Colorado, heart of the irri- 
gated district. Good public schools and: college. 
Town of 14,000. Established forty-five years. 
Excellent location, good lease. Invoice and fix- 
tures about $35,000. This is a money maker. 
Good reason for selling. Address Box D-850, 
care of Harpware Acre, 239 W. 39th St., N. Y. 
City. 











and office furniture as side line, commission basis. 


tory covered. Address—The S. Rosen Mfg. Co., 








Help Wanted | 





WANTED MANUFACTURERS’ AGENTS 
CALLING ON major hardware dealers to sell 
“Pussy-Foot” Rubber Wheel Casters for home 


Exclusive ‘territories, state lines carried, terri- 





Inc., 616 Plant St., Utica, N. Y. 





FEBRUARY 22, 1940 





AGENT WITH 15 years’ experience, calling on 
the hardware and electrical supply trade, desires 
new lines on commission basis for Mexico City. 
Address Box D-859, 
239 W. 39th St., N. Y. City. 





MEXICO CITY—MANUFACTURERS’ 


care of Harpware Ace, 


MIDDLE WEST JOBBER WANTS EXECU- 
TIVE with purchasing and merchandising ex 
perience in all hardware departments. To secure 
consideration give full particulars, age, experi- 
ence, salary, etc. Address Box D-848, care of 











Harpware Ace, 239 W. 39th St., N. Y. City. 
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All Chicago Padlocks 
Lock BOTH SIDES 
of the Shackle 











. *5.,99 
“Double the Security 
You'll sell more Chicago Padlocks be- 
cause they give you more to sell Three 
popular price leaders 


Same Qualily—Same Prices 


(251) (509 (75) 


Others up to $3.00. 


All unbeatable values. Fast sellers. Keal 
profit-makers. Investigate. Ask your job 
ber or write us——Dept. 12 


CHICAGO LOCK CO. 


2024 N. Racine Avenue, Chicago 
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COLUMBIAN. 


maintains every step of the way! 


COLUMBIAN ROPE 
AUBURN, "The Cordage City,” 


ROPE 
Starts with Carcfully Selected Fibre — 


No other cordage mill, besides Columbian, maintains such a complete 


buying, packing and warchouse organization in the far-off Philippines. 
That's why the fibre used in Columbian Rope is quality-controlled. 


This typifies the care and inspection that Columbian 






COMPANY 
N.Y. 











HL 


epg dips or brushes 
to a satin smooth fin- 
ish. For exterior or interior 
use on wood, metal or 
brick. Will not lose its 
brilliance regardless of 
how long it stands on shelf. 
% pt. to 5 gal. cans. 


At America’s Lowest Price for Such Quality! 











SHEFFIELD BRONZE POWDER & STENCIL CO. 


Order from your jobber. Jobbers—write for details. 
CLEVELAND, OHIO 








Genui"®° JVOMES of SI LENCE 


SLIDE SILENTLY = ~ SOFTLY - eneeee rie 


Ask your Jobber 


DOMES of SILENCE nc, 35 Pearl St., N.Y: 


EA 


t  $Av 3 FURNI 
TE pe 



























write 
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Two models 
fit all mow- 
ing conditions 
Model ““D"’ 
$1 10, Model 
og’? illus 
trated 


$79.50 


Easy to sell be- 
cause handiest to oper- 
ate—one hand controls 
starting, stopping: 
steering. Cuts 

swaths; quiet, Md 
starting 4-cycle motor; 
speed selector; adjust- 
able cutting heights; 
rubber tires. Ninth suc- 
cessful year. Write for 
dealer proposition. 


EVINRUDE MOTORS 














1798 W. Hope Ave., Milwaukee, Wis. 


LORTOP 


FUSES 


THE COLOR TELLS THE SIZE 








The dattenet shock-proof top—the 
color-banded carton and the at- 
tractive 7-color display box are 
"Plus Values" that SELL. And 
that's more profit for you. 


Ask your Jobber for COLORTOPS 
Write for Sample 


TRICO FUSE MFG. CO. 


MILWAUKEE WISCONSIN 








No workshop is complete 
without this professional 


MITRE KIT! 


Makes 45, 67% 
and 90 degree 
cuts, right or 
left, with ab 
solute accu- 
racy. Handles 
wood sizes as 
large as 2x4, 

This is the 
first popular- 
priced, qual- 
ity MITRE 


KIT. As well 
adapted for school or home workshops as it is for professional use. 


A real lifetime unit-——not a toy. 
Write today for our liberal wholesale proposition,. 


THE BAKER-McMILLEN CO., 344 €. miller Ave., Akron, Ohio 


$9.50 


Includes 
Highgrade 
10” Back- 
Saw 















Standard every- 
where 


ut. Extra 
1. "42, #4 #4 and #8. In dis- 
play containers, as shown. 


BULLDOG 














NOW 
You Can KNOW Your 
BuILDERS’ HARDWARE 


Complete from A to IZZARD 


A. H. BROWNELL'S HARDWARE AGE SERIES 
COMPLETE IN ONE VOLUME... A BIG 
$3.00'S WORTH FOR YOU AND YOUR MEN. 


Tc L sau the 
Out Cf 


Siena WILDERS 
‘a HARDWARE és 


anaw Nt 11 


anon H 


There are about 10 ways a hardware man 
can use HARDWARE AGE’S Builders 
Hardware Text Book . . . You can keep it 
in your reference files for immediate, au- 
a thoritative information ... you can take 


BELONGS 
in Your FILES 


it home at nights and study its Elemen- 
tary, Intermediate or Advanced Courses 
. .. Or you can give it to that smart, 
young clerk you are training to handle 
Builders’ Hardware to study at home, 


to name three ways to use it. 





teresting way... The comparative Charts on Mortise Bit Key Locks and Latches (Compara- 
Finishes; Door Butts, Jambs; Mortise Bit Key Locks and Latches; Trim an By J ie eae 0nd tes ts 
for Mortise Locks; Surface Door Closers and many others are worth the tive Chart) iw eme 


price alone. 


When the news got around that we were putting Hardware Age’s “Tak- 
ing the Mystery out of Builders’ Hardware” articles in one fat volume. . . 


orders began coming in steadily for this complete 
study. 


You need at least one copy of this Text Book, A. H. BROWNELL, 
Author 


maybe more. Use the coupon below and have a 
eopy where it will do you the most good and make 
you the most money, in your store. It’s attractively 
printed, well illustrated to show to customers, and 
sturdily bound to last for years of heavy usage. 
Your copy is waiting. 


ALL THE REALLY IMPORTANT 
THINGS and MORE, in this VOLUME. 







- 
HARDWARE AGE 
239 West 39th Street, New York, N. Y. 


) Attached is my remittance. 
TEXT BOOK et $3 per copy. C) Send me invoice with book. 


hk 5 9c6 thn dialed dbase ely 0b. b nisaces on es CORE Re MOREA eich Oe ebeesh ad 





| City a a sre d aek eth np aide MAb ae ie ak a pe allah eek ee dn ho Sa 


A lot of so-called Text Books say they are Model Stock 
complete, but when you get them you find Butts and Hinges 
important information missing. Here is a Window Hardware 


Text Book which is complete. It’s written 
by a man who knows his subject backwards, 
forwards and sideways, selling and buying 
Builders’ Hardware, who has the ability to 
tell what to do and what not to do in an in- 


Gentlemen: Send me ............... copy (ies) of the BUILDERS’ HARDWARE 





READ THIS LIST OF CONTENTS 


250 PAGES 

ELEMENTARY COURSE 

INTERMEDIATE COURSE 

ADVANCED COURSE 

WORKING BLUE PRINT 

9 COMPARATIVE CHARTS AND TABLES 

13 LARGE DETAILED DRAWINGS 

GLOSSARY OF BUILDERS’ HARDWARE TERMS 
60 CHAPTERS 


Here are some of the chapters 


Getting Builders’ Hardware Prospects 

Scheduling, Marking and Servicing 

Hardware Finishes (Comparative Chart) 

Deor Butts (Comparative Chart) 

Jamb—Floor and Checking—Floor Hinges (Com- 
parative Chart) 


Trim for Mortise Locks (Comparative Chart) 

Lock Sets 

Schools of Design 

Window Hardware (Comparative Chart) 

Barn Hardware 

Surface Door Closers (Comparative Chart) 

Floor Hinges, Concealed Closers and Thresholds 
(Comparative Chart) 

Door Holders and Stop Devices 

Lavatory Hardware (Comparative Chart) 

Office Building and Apartment Hardware (Sug- 
gested Lists of Locks) 

School House Hardware (Suggested Lists of 
Locks) 

Hotel Hardware (Suggested Lists of Locks) 

Hospital Hardware (Suggested Lists of Locks) 

Federal Specifications 

Sample Rooms 




















J. HAROLD DUMBELL, 
» Exec. Sec., National Contract 
' Hardware Assoc., says: 


“Personally I am looking 
forward to securing for 
my files a bound copy of 
the complete course 
when it is finished. 
It will be a handy 
book te have.” 
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Paint ENGINE E 
Since 008 





Te 
a 


ie- WAR 


MORE SALES 


* Because Painters and Home-owners everywhere DEPEND on 
Vita-Var —the Standard of Quality since 1888 


MORE PROFITS 


* Because ViTA-VaR enables Dealers to meet competition at a profit 
—with Quality Products and a Modern Merchandising Program 


WRITE TODAY—LET VITA-VAR MAKE 1940 A PROFITABLE YEAR! 


Pg V/74-VAR CORPORATION 


PAINT ENGINEERS SINCE 1888 +» NEWARK » NEW JERSEY + U.S.A. 





VITA VAR COR RAT 





I 


1843-Suoteict's MvETY SEVEN YEARS OF HONORABLE SERVICE-1940 


QUALITY / 
STE EDGoODS) 














st Serace 


.. SEE OUR SALESMAN.. 


“DIAMOND EDGE 1S_A QUALITY PLEDGE 


Shapleigh National Series No. 2304 HARDWARE AGE 








